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Rough Proofs 


The Army air forces in San ig 
cisco got a recruit who should 


ideal service material in pA 
Dart, until recently a house organ | 
editor for Shell Petroleum. 


vgy¥se iy 


A lot of people hope the people | 
who have been ending all their state- | 


ments with ‘Period’ 
decide to change to “Semi-Colon” 
just for the hell of it. 


vgs 


And Paul Purist doesn’t like it a 
bit because so many victims of 
social pressure are applying “all 
out” as a descriptive to things not 
even remotely connected with win- 
ning the war. 


, Fy & 


The before-and-after-taking pic- 
tures used in the DuBarry Success 
Course of beauty treatments are so 
convincing the advertiser could 
easily add a brand-new market 
made up of men whose chests have 
begun to slip. 


a 


The supply of manpower in the 


advertising field, 


siderably and promises to shrink 
more. 


That's not a promise, it’s a threat. 


vgy¥$sy 


Maybe the smart secretary who 
has been filling in the holes in her 
employer’s dictation ought to be 
given a whack at the boss’s job 
when he drops out for the duration. 


7 = 3 


H. J. Heinz has been supplying 
housewives with a ready-made cook 
book made up of four half-pages 
run in 80 newspapers. As far as 
the publishers are concerned, Heinz 


customers are now cooking with 
gas. 

”% . 
An innocent bystander who 


watched an RCA guide leading a 
rubberneck group through the Time 


reports ADVERTIS- | 
mnNG AcE, has already shrunk con-| 


will shortly | 


— Admen 
Talk War Problems 
at Special Parley 


‘Business Suits’ Are the 
Vogue for Workaday 
Conference 


(Other news of the conference 


'is reported on Page 6.) 


| explained, highlighted the workaday 


» WPB Concentration 


|sions and meals: 


| 


& Life building the other day failed | 


to hear a word about the possibility 
of getting a glimpse of the Honor- 
able Clare Boothe Luce. 


v v v 

Department stores which are ask- 
ing the gals to turn in their old silk 
Stockings for use as powder 


might at least offer one cosmetic 


| Toronto; 


bags | 


| Cockfield, Brown & Co., 


calf coating in return. 
7 wT FF 

Washington continues to harp on} 
“orderly liquidation of _ retailers 
forced out of business,” but the vic- | 
ims insist it’s bound to be highly | 
disorderly as far as they are con-| 
cerned. 

7. wv ¥ 

Gladys the beautiful receptionist 
ays she imagines that $25,000 sal- 
ary limit probably comes at just the 
Wrong time for Errol Flynn. 

a — 

The Gallup poll experts say most 
of the 4,000,000 voters who didn’t 
Cast ‘heir ballots in the recent elec- 
“on were Democrats. Whose crys- 
al ball was used for this observa- 
tion 

v v v 
, How to keep warm with less 
‘uel the favorite theme of manu- 
ms ers of insulating material 
‘Nese days, sounds like a natural for 
Somebody in the red flannel under- 


industry. 
Copy Cus. 


Toronto, Nov. 13.—The ordinary 
problems of advertising were 
scrapped here this week as several 
hundred Canadian advertisers gath- 
ered for a special international war- 
time conference under the direction 
of the Association of Canadian 
Advertisers, and with the assistance 
of half a dozen other local and na-| 


tional Canadian advertising groups. | 


Sessions on advertising’s part in 
increasing plant production, 


dian government drive on nutrition 
and an “international day” 
the operation of the 
Council in the United 


in which 


States was 
meeting whose keynote was set by 
this notice on the program: ‘“Cor- 
rect attire for everyone at all ses- 
business suits.” 


Abrahamson Elected 


P. K. Abrahamson, 
Company, Toronto, 
and director of the program for the 
conierence, was elevated to the 
presidency of the association at the 
business meeting Thursday evening, 
succeeding Robert E. Jones, General] 
Foods, Ltd., Toronto, who was 
elected a director. Other officers 
named were: 

Vice - presidents: J. W. Moore, 
Maple Leaf Milling Company, To- 
ronto; R. L. Sperber, Sterling Prod- 
ucts, Windsor; J. E. Mason, Canada 
Dry Ginger Ale, Toronto; and H. E. 
Stephenson, Canada Starch Com- 
pany, Montreal. Directors named, 
in addition to Mr. Jones, were: Neil 
B. Powter, Howard Smith Paper 
Mills, Montreal; D. E. Bankart, 
Northern Electric Company, Mont- 
real; Lee Trenholm, Underwood 
Elliott Fisher, Toronto; Syd _ R. 
Skelton, Goodyear Tire & Rubber 
Company, New Toronto; George 
Bertram, Swift Canadian Company, 
L. E. Phenner, Canadian 
Cellucotton Products Company, To- 
ronto; S. H. Young, Christie, Brown 
& Co., Toronto; and A. Usher, RCA 
Victor Company, Montreal. Athol 
McQuarrie continues secretary- 
manager. 


as 


At the annual dinner this evening, | 


Last Minute News Flashes 


the association's 
award for 
advertising 
mously to 


1942 
outstanding 
was 
Henry 


gold medal 
service in| 
awarded posthu- 

Reid Cockfield, | 
who died 
in January. 

A silver medal for distinguished 
contribution to Canadian advertis- 
ing by an advertising manager went 
to Ivor Lewis, publicity supervisor 

(Continued on Page 41) 
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Rough Proofs ! 
Voice of the Advertiser 


on co-| 
operation with the developing Cana- | 


to Be Weighed in 


Advertising | 


the Borden | 
vice-president 


CHANGE OVER? 


T 


Sheboygan, Wis., dairies lose little time 

in bidding for the business of frustrated 

coffee drinkers. Color was used for this 
full-page newspaper appeal. 


Brand Name Policy 


Effort Will Be 
Made to Protect 
_ Good Will, Says Burns 


New 
| War 


York, Nov. 
Production 


12.—When 
Board moves 


the 
into 


| 


Advertisings Vital Role 
Told at ANA War Meet 


Paid Advertising 


by Government Not 
Feasible-Cowles 


|} convention here today 


| man 
presented their 


high gear with its program for con- | 


centrating consumer goods indus- 
tries, every attempt will be made to 
provide for the protection of brand 
names and established distribution 
systems will be disturbed as little 
as possible, Arthur R. Burns, chief 
economic adviser of the WPB Office 


of Civilian Supply, told the ANA 
convention here today. 
Recently returned from England 


where he made a 
experience with 


study of British 
concentration of 
production, Mr. Burns described the 
development of the plan in that 
country, but pointed out that many 
here. He emphasized the fact, how- 
lever, that “trade relations will be 
upset only upon proof that such a 
step will assist the war program and 
that no similar assistance 
obtained without such a 
ance.” 

The concentration experiment 
launched in Britain, calling for se- 
lection of nucleus plants by mem- 

(Continued on Page 44) 


can be 


disturb- | 


OWI Official Says 
Industry Must Carry 
Wartime Burden 


New York, Nov. 11. 
question of whether 
government should buy 
space and time to help 
the war 


The moot 
the federal 
advertising 

prosecute 


Association 
Advertisers’ annual 
, When Gard- 
ner Cowles Jr., director of domestic 
operations, Office of War Informa- 
tion, and Chester J. LaRoche, chair- 
of the Advertising Council, 
views on the sub- 


of National 


ject. 

Asserting that “except to a limited 
degree, the government itself cannot 
wisely buy paid space or time,” Mr. 


on the psychological front | 
|came to the fore at the 


| the 


Cowles, president of the Des Moines | 


Register and Tribune, Minneapolis 
Star Journal and Tribune, 
and several radio stations, observed 
that “political hardicaps do not per- 
mit such an operation on a big scale 
even if a sound case for it can be 
made out on paper.” 


LaRoche Favors Principle 


The chairman of the board 
Young & Rubicam, on the other 
hand, expressed himself as in favor 


of “the principle of paid advertis- 
ing” by the government “when 
conditions make it desirable.” Mr. 
LaRoche warned, however, against | 
permitting “war conditions to stop | 
what we are doing and enter into 
a debate for paid advertising.” 
declared himself “dead against the 


e | advertising man who sits back and 
of the conditions are not applicable | 


feels there is nothing to do until 
the government decides to buy paid 
space.” 

“The real lift to government cam- 
paigns must come from space and 
time donated by commercial adver- 


tisers,” Mr. Cowles said, pointing 
out that “there is a limit to which 
media themselves can go in do- 


nating space and time to the gov- 
ernment, although in the year 
(Continued on Page 42) 


Coffee Adulteration, ‘Stewing Over,’ Hit 


New York, Nov. 


and Wadsworth is the agency. 


13.—The National Coffee 
launched an extensive campaign against coffee adulteration, 
first copy appearing in 130 dailies and 200 weekly newspapers. 


Department of Brazil has 
with the 
Grant 


Proper preparation of coffee was also the 
theme of an insertion in New York papers today, 


in which Silex Com- 


pany took issue with Mayor LaGuardia’s recommendation that grounds 


be “stewed over.” 


Grey Advertising Agency is in charge. 


Liquor Advertisers to Emphasize War Themes 


New York, Nov. 13. - 


Leading liquor advertisers are formulating a 


program calling for definite allocation of a portion of their expenditures 


for straight war theme copy, 


tive. 
Distillers, whose 
advertising for 


various divisions 


it was learned here today. 
that participants will devote at least 
Chief motivator of the plan is W. 
are 
war bond promotion and which may 


Indications are 
25% of their space to this objec- 
W. Wachtel, 
already utilizing some of their 


allocate well in 


excess of the suggested 25% during the coming year. 


May Extend War-Keyed Copy to Magazines 


New York, Nov. 13.- 


by 
ing his attention to today’s date— 


on response to today’s message, 


national magazines. 


A full-page 
Manhattan Shirt Company here, 


Friday the 13th—may 
extensive war theme advertising by this company 
the 
Lawrence Gumbinner Agency has the account. 


newspaper advertisement sponsored 


picturing a harried Hitler and call- 
be the start of 
, it was indicated. Based 


advertising may soon appear in 


Look 


| 


LaRoche, 


| 
| 


He | pose: 


| 


president of Calvert | 


Needed Uses Outlined 
by Nelson; Peacetime 
‘Atmosphere’ Discarded 


(Other reports of the various con- 
vention sessions appear in adjoining 
columns and on Pages 2 and 4 of this 
issue.) 


New York, Nov. 12.—The main- 
tenance of a sound civilian economy 
is essential to the successful prose- 
cution of the war, and advertising 
has a vital role to perform in the 
struggle for freedom, Donald M. 
Nelson, chairman of the War Pro- 
duction Board, told the Association 
of National Advertisers’ first war- 
time convention here this week. 

Mr. Nelson’s address was one of 
the highlights of the two-day meet- 
ing which also drew the partici- 
pation of such government figures 
W. M. Jeffers, rubber director; 
Gardner Cowles Jr., director of 
domestic operations, Office of War 
Information; Ken R. Dyke, chief of 
the OWI campaigns bureau; Wil- 
liam B. Lewis, chief of the OWI 
radio bureau; Howard Coonley, of 
WPB conservation § division; 
Willis S. Macleod, OPA standards 
division, and Dr. Arthur R. Burns, 
chief economic adviser, WPB Of- 
fice of Civilian Supply. 


as 


Key Businessmen Speak 


Also on the program were key 
business figures, including Chester J. 
chairman of the Adver- 
tising Council; Paul G. Hoffman, 


of | President of Studebaker Corpora- 


tion; H. E. Humphreys Jr., vice- 
president, U. S. Rubber Company; 
Dr. Henry C. Link, vice-president, 


Psychological Corporation, 
| Mills Shepard, 
| Daniel Starch, Ine. 
The packed se 
| worthy for 
that 
minded 
probing 
problems 


and T. 
vice - president, 
ssions were note- 
their singleness of pur- 
of a group of serious- 
business men intent on 
the inevitable emergency 
they must face in the 
months ahead, but above all, sob- 
erly cognizant of their responsi- 
bilities as citizens of a nation at 
war. The “convention atmosphere” 
was conspicuous by its absence. 


Members of the ANA and their 
invited guests plunged in to face 
the realities of additional curtail- 


ments of civilian goods, 
tion of production, 
strictions, 
new, 


concentra- 
distribution re- 
manpower shortages and 
unprecedented assignments for 


| advertising. 


Victory Is Prime Aim 


Disclaiming any intentions of 
“using the war to cloak a move for 


social or economic reform,” Mr. 
Nelson asserted that the sole motive 
for those actions “which so pro- 


foundly affect our American econ- 
omy, is the desire to win the war.” 
The new temporary restrictions and 
limitations that may have to be im- 
posed during the coming year “will 
not be capricious,” he assured his 
listeners. 

Advertising, “an instrument mag- 
nificent for peace,” not doomed 
nor is it useless in time of war, he 
declared; on the contrary, it “still 
has an essential role to play.” An 
unsound civilian economy cannot 
carry a huge war program, he 
pointed out, “any more than a half- 
starved man can do a heavy day’s 
labor.” 

“It is obvious that we are not go- 
ing to try to win this war by knock- 
ing the props out from under our 
regular economy. We must keep in 
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A Vital Force 


RIGHTEST of the high- | 
lights in America’s indus- | 


trial development is the stu- 
pendous growth of aviation. 
‘The coming thing’’ just a 
few years ago, aviation is des- 
tined now to occupy a position 
in the front ranks of Indus- 
try—in times of peace as dur- 
ing war. Broadgauge adver- 
tisers are cultivating this 
market as part of their hook- 
up with the war effort; at the 
same time building product 
acceptance for the future, and 
protecting their names against 
the constant change which 


accompanies rapid growth. 


Top publication in the field 
—by actual count and by in- 
dependent surveys—istwenty- 
year-old Agro Dicest, (which 
includes Aviation Engineer- 
ing, the 100° technical ‘mag- 
azine within a magazine’), 
product of an organization 
specializing in aviation pub- 
lishing. Fifth in advertising 
linage among the country’s 
34 leading monthly magazines 
of all kinds, and first in the 
aircraft field, Aero Dicest also 
tops the aeronautical business 
magazines in editorial scope 
and in circulation (especially 
among the manufacturers). 


Circulation emphasis is on 
quality; we point significantly 
to the single copy price of 50c, 
to the fact that absolutely no 
free premiums are employed 
in subscription selling. We'd 
like to tell you the whole story 
of Aero Dicest’s editorial firsts, 
to show you actual patterns of 
readership, and case histories 
of advertising successes at- 
tributable to this ‘Vital Force 
in A Vital Industry.’ 


Associated acronautica! publications: 
THE SPORTSMAN PILOT (ABC) Est. 1929 
REVISTA AEREA (CCA) Established 1937 


We'll bg glad to send you copies 
tach month of AlReports. a four- 
page folder of aviation market & 
media data. Write for it today. 


515 Madison Ave., New York, N. Y. 


operation of such things as our 
transportation and communications 
systems, not for their own sake, but 
in order that the over-all job can 
be done promptly.” 


ADVERTISING AGE 


with the amount to be spent depen- 
dent on the job to be done. Among 
current essential functions he listed 
promotion of merchandise _ still 
available for sale; information on 


| quality changes necessitated by the 


Advertising “Essential” 


Advertising is an integral and 


essential part of the nation’s com- 
/munications system, the WPB chief | 
asserted. He outlined “needed uses” | 
for advertising during the war-- 
promotion of merchandise _ still 
available, to inform consumers on 
conservation, to preserve’ brand | 
|/names and good will, to promote 
| war campaigns. In the latter con- 
nection Mr. Nelson paid tribute to 
advertisers, agencies and media for 
| their patriotic services. 

“The government recognizes ad- | 
vertising as a legitimate tool of | 
business and believes it has a use- 
| ful role in the war effort. The vari- | 


ous restrictions which affect busi- 
ness, and hence advertising, arise | 
|from the necessities of the war 
| situation and from nothing else. We 
|ask you to recognize, in turn, that 
you can’t have business as usual 
during this war, and that until 
peace comes, the field in which you 


| collection 


| war; informing the public on direct 


war programs; information directed 
to the trade; and the stimulation of 
improved employe morale. 

Mr. West also urged advertisers 
to think more in terms of people as 
individuals than as masses or “a 
of inanimate statistics.” 
He stressed the personal stake of 
every American in the outcome of 
the war and the need for appealing 
“to the spirit and the courage that 
is within every individual.” 

Calls Capital “Fairminded” 
the 


In closing, ANA president 


|called for a more realistic attitude 


toward Washington. “Save for the 
exceptions which prove the rule, I 
haven’t found anything but fair- 
mindedness and an earnest attempt 
to move in the right direction, and 
a desire to base each move on a 
sound decision in the light of all the 
| facts. 

“If we in business think we are 


can operate will be rather sharply | receiving a raw deal at the hands 
restricted—but the field will con-| of devils in human form, I believe 
tinue to be there, and it won’t be| it is because in most cases we have 


ANA Selects 
C. G. Mortimer Jr, 


McClintock Named 
As New Chairman President of MBS: 
arcagtatn"* ™" Heads Ad Cound 


Corporation, was 
itoday elected New York, Nov. 13.— Dr. Miller 
|chairman of the McClintock, formerly head of the 
Association of Traffic Audit Bureau, and acting 
|National Adver- & executive director of the Advertis- 
tisers, succeeding § ing Council, was named today as the 
Gordon E. Cole, § new president of the Mutual Br. 
| advertising man- casting System. 

‘ager of Cannon It was revealed earlier this week 
that Dr. McClintock will contin 


| Mills. ue 
_ Carleton Healy, to serve with the Advertising Coun- 
'vice - president, cil, although no longer as executive 
|'Hiram Walker, director, a full-time paid position, 
Inc. was Tre- ©, G. Mortimer Jr. | His title will be president of the 
elected vice- Council, and he will join the other 


chairman, while C. C. Carr, Alumi-| unpaid agency, advertiser and : 
num Company of America, was also | dia executives of the group that 
named vice-chairman. Paul West | represents all advertising in the war 
was reelected president. effort. He will continue to act as 
New directors were selected as executive director until a successor 
follows: Thomas H. Young, United |is appointed. 
States Rubber Company; H. M. | Macfarlane Is Chairman 
Warren, National Carbon Company; 
Robert V. Beucus, Andrew Jergens | . 
Company; H. W. Roden, Harold H. its 


Previously, Mutual has listed as 
president W. E. Macfarlane, 


Clapp, Inc.; H. H. Simmons, Crane 


business manager of the Chicago 


|and appealed for the support of ad- 


restricted any more than is abso-| 
lutely necessary.” 


Jeffers Asks Support | 


Mr. Jeffers portrayed his job as 
that of selling to the nation “the) 
stark necessity for conserving rub- | 
ber.”” He deplored “loose and care- 
less talk” which results in confusion, | 


vertisers and media “in painting for | 
the people the exact picture of) 
where we are on rubber.” His of-| 
fice, Mr. Jeffers said, is prepared to | 
furnish “publishable facts” and to 
check any advertising copy dealing 
with the rubber situation. 

An intimate glimpse of manage- 
ment’s views on advertising was 
furnished by H. E. Humphreys Jr., 
who stressed the justification for 
the type of institutional and war 
theme advertising U. S. Rubber has 
been sponsoring, from the stand- 
point of his function as a custodian 
of stockholders’ interests. Such ad- 
vertising, he declared, not only con- 
tributes to the prosecution of the | 
war, but also maintains the com-| 
pany’s liaison with consumers and | 
dealer outlets. 


West Opens Parley 


Paul West, ANA president, opened 
the convention by urging a realistic 
appraisal of advertising’s functions 
and objectives in the world of today. 

In his succinct presentation, he | 
observed that “in our late, so-called | 
streamlined age we may _ have| 
abused the proper function of ad-| 
vertising,” and suggested that more 
than ever before advertising must 
properly reflect the spirit and activ- 


tising and a_ closer 
must be built up between 
engaged on the creative side 
those who guide policy. 
ment, he remarked, must under- 
stand advertising as well as it does 
produetion, finance and selling. As 
a result, the advertising manager or 
the officer in charge of this func- 
tion, “should be on the top manage- 
ment level. The days are past when 
this responsibility can be delegated 
to organizations or to individuals 
who are outside of the company. 
This doesn’t imply that the value of 
advertising agencies will be dimin- 
ished. I think it has been amply 
proved that where there is compe- 
tent and responsible advertising 
management, the agency can deliver 
its most effective service.” 


those 
and 


“Dangerous to Overspend” 


Advertising expenditures, Mr. 
West continued, will be scrutinized 
in the future more carefully than 
ever before. “A business which has 
a management that is advertising- 
wise, will fare better than one 
which is not. . . It is just as dan- 
gerous to overspend as to under- 
spend.” 

More than ever before advertis- 


|'ing expenditures must be geared to 
needed and useful functions, he said, 


| American Broadcasters Association, | 


| representation 


| sentation 


ities of individual business enter- 
prises. 
Management, he declared, must | 


accept full responsibility for adver- | 
relationship | 


Manage- | 


too readily accepted malevolent 
gossip for fact, or because we have 
allowed our perspective to become 
distorted by putting our selfish 
interest above the interest of the 
whole. We usually don’t take the 
trouble to find out for ourselves, 
for that is a lot of trouble.” 

G. S. McMillan, ANA secretary, | 
presented a resume on printing | 
paper and production problems as 
well as an analysis of recent trends 
in advertising rate structures. 


NAB Supreme in 
Radio Fieldas 
ABA ls Shelved 


Chicago, Nov. 12. — The ational | 
Association of Broadcasters today | 
seemed to have the unchallenged | 
leadership — if not the approbation 
—of the entire radio field. The 


which was formed by station own-| 
ers on the premise that industry 
in Washington was 
mediocre and that the NAB’s repre- 
lacked force, was dis- | 
banded here yesterday by its board | 
of directors. 

In a prepared statement, the ABA | 
said that the letter sent to all sta-| 
tions stating its position and which | 
sought station reactions to the ques- 
tion of making ABA a permanent 
fixture in the broadcasting field, | 
drew an inconclusive response. 


Satisfied with NAB 


The directors said that the replies 
seemed to indicate that the stations 
either were not impressed with the 
seriousness of the situation or were 
| satisfied with the representation the 
industry is getting. 

“The ABA has 


never sought to 


|disrupt the broadcasting industry,” 


the statement said, and the directors 
added that the short-lived group 
had served its purpose by focussing 
the attention of broadcasters on 
what they believe to be a vital 
problem. 

The ABA leaped into being dur- 
ing an early squabble in the in- 
dustry over the administration of 
Neville Miller, NAB president. In 
mid - October, John Shepard III, 
temporary head of ABA and Yankee 


Network executive, told ADVERTIS- 
ING AGE that nine stations were 


grouped under the ABA banner and 
that if 50 or 75 broadcasters joined, 
it would be worth while to go ahead 
with the new association. 


Suspends Publication 


The Tribune-Journal Company, 
Pocatello, Ida., has temporarily sus- 
pended publication of its morn- 
ing newspaper, Idaho State Journal. 
The circulation list of the Journal 
will be added to those of the eve- 
ning and Sunday Tribune. 


|; attempt 


Tribune, owner of WGN, one of 
Mutual’s key stations. Mr. Macfar- 
lane will become chairman of the 
executive committee under the new 
|MBS setup. Alfred J. McCosker, 


Treasury Plans head of WOR, New York, has been 


" | chai f the board of Mutual, 
a rpg UE Sues, ot Se teat ot Mates, 
Oort-i erm ores 


larly, Fred Weber will continue as 
Washington, Nov. 12.— Highly | 


general manager of the network. 
Dr. McClintock’s duties will be as 
pleased with promotion of war bond president and chief executive of- 
sales, Secretary of the Treasury | ficer of the network. 
Morgenthau today announced plans| The new executive shift brings to 
for marketing a large number of the | the radio chain a man who made his 
Treasury’s shorter term obligations | reputation in research work con- 
direct to the public instead of to|centrated on outdoor advertising 
banks, beginning Nov. 30. Details| and the value of window displays. 
for a nationwide sales and promo- His career has included service as 
tional campaign are being worked | director of the Albert Russell Er- 
out by the Treasury war savings | skine Bureau of Harvard University, 
staff in collaboration with the Office | as head of the Transport and Traffic 
of War Information, the Advertis-| Associates, traffic engineering 
ing Council and a committee of sales| group, and in research work for 
executives headed by R. H. Grant,! Yale University. 
vice-president of General Motors. | 
Harold Thomas, president of the | 
Centaur Company, will coordinate | 
the drive for the council. | tock has been described as “uncan- 
At the same time that more at-/|nily able to put figures and adver- 
tractive short term Treasury notes |tising facts together.” It was his 
are offered direct to the public, the | job, when the Advertising Council 
war savings staff will launch an in-| was first breathed into being in 
tensive year-end drive, with special | New York, to put the Council on a 
newspaper advertisements contrib-| business-like plane, to explain its 
uted locally. | functions to the advertising frater- 
With the slogan, “Top that 10 per | nity—too many of whom, perhaps, 
cent by New Year’s,” the drive will | hoped the Council would constitute 
to bring 8,000,000 new/an efficient lobby for government- 
workers in under the payroll allot-| paid advertising. This the Council 
ment plan and to bring all workers | hastily foreswore, stating that it was 
up to 100%. Young & Rubicam has | formed for the sole purpose of put- 
prepared the special advertising| ting the sinews of advertising be- 
material under the direction of Tom | hind the war effort. 
Lane of the Treasury. | It was under his direction that 
,the Council, sparked by Leo Bur- 
‘nett, Chicago agency head, got the 
first of the monumental scrap drives 


Company; and Gordon E. Cole, 
Cannon Mills. 


Explains Council Purpose 
The husky, red-faced McClin- 


Editors Name Group 


to Contact Government rolling. At a meeting of the Inland 
Directors of the American Society aay Ewen ——— me 6 pe 
of Newspaper Editors have named |i" October, Dr. McClintock declarec 


that the only errors made in 
scrap campaigns consisted of lack of 
follow-through on the local level 
This, he said, had been corr‘ 
by tying in the newspapers. He em- 
phasized at that meeting that tne 
|Council had nothing to do th 
placing advertising copy, that 
was the responsibility of the adv 


a committee to represent the or- 
ganization in dealing with the gov- 
ernment on any subject growing 
out of the war. 

Members are: Wilbur Forrest, 
associate editor, New York Herald 
Tribune; Dwight Marvin, editor, 
Record, Troy, N. Y.; Roy Roberts, 
managing editor, Kansas City Star: 
Erwin D. Canham, managing editor, 


Christian Science Monitor; and | tiser or advertisers who agreed ! 
W. S. Gilmore, editor, Detroit underwrite the campaign and 
News. agencies selected by the spon 


* 
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Halewnd Svendin ¢ 


IN NEW YORK CITY 


3 Means 


1 

. *Queens leads the rest of the city in per capita food purchases. 
- *Queens = Sw FF Se Fee beer purchases. 
r *Queens " " "om" liquor purchases. 
: *Queens ” ” ” moo moomoo = drug purchases. 
- *Queens mom "" "" self-service food market sales. 
™ *(excluding Manhattan for obvious reasons) 

cil 

as 

t- REDISTRIBUTE YOUR 1943 N. Y. C. ADVERTISING 
a 

. BUDGET IN PROPORTION TO POTENTIAL RETURNS 
* UNBALANCED SPENDING BALANCED SPENDING 
oe ignores potential returns keyed to potential returns 
> Per capita Circulation Per capita potential sales 

ed (NY. Newspapers) (Product X) 

of 

od 

th po —" Bronx jm ae | Queens p- — — Bronx pay Queens 


Fw \ [a3 YOUR SPENDING IN NEW YORK CITY 
BY INCLUDING THE... 


Long Island Daily Press 


“Covering the southern half of Queens” 


Long Island Star- Journal 


“Covering the northern half of Queens” 


v'yV 


Intensify your selling in another preferred part of New York City, Che Staten Island AdDnauUce reaches 73% of the families on Staten tsland. A.B.C. Circulation, 31,300. ‘ a 
y 
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ADVERTISING AGE 


Majority Favors 
Continued Use 
of Advertising 


Survey Shows Public 
Approval of Wartime 
Copy Themes 


New York, Nov. 12.—The Amer- 
ican public is heartily in favor of 
the continuation of advertising dur- 
ing the war and is keenly aware of 
copy geared to war themes, it was 
revealed here today when the As- 
sociation of National Advertisers 
released findings in a nationwide 
survey conducted by the Psycholog- 
ical Corporation. 

One thousand interviews, repre- 
senting a geographical and eco- 
nomic cross-section of the popula- 
tion, brought to light these facts: 
Consumers evince a growing confi- 
dence in the role that advertising 
is playing and can play in the war 
effort. The study also showed, 
however, that while the public is 
appreciative, it is also critical, a fac- 
tor reflected in differentiation be- 


tween varied copy appeals. 
The public believes that industry 


| is doing a laudable job; advertise- 


ments that describe the war 
achievements of individual compa- 
nies are welcomed, but consumers 
resent boastful copy. They are glad 
to read and hear about industry’s 
products, but they are eager to 
learn how to conserve what they 


have. 


Few Vote for Ban 


Eighty-seven per cent of those 


| queried said that advertising should 


be continued for the duration, while 
only eight per cent voted in favor 
of the cessation of all advertising. 
Asked which of two pieces of copy 
featuring Army-Navy “E” awards 
they preferred, 70% selected an ad- 
vertisement that dramatized the sig- 
nificance of the citation in terms of 
the company’s employes, while 27% 
chose a simple announcement of the 
award. 


ances currently in use struck the 
fancy of 96% of respondents who 
were asked to check copy themes 
applicable to this field. Seventy- 
eight per cent expressed interest in 
peacetime appliances still being 
produced; 56% voted for informa- 
tion about war products the com- 
panies are making; and 65% ex- 
pressed a_ preference for copy 


| using it. 
Conservation of electrical appli- | 


indicating what manufacturers are | 
doing to prepare for the postwar | 


era. 

The degree to which war adver- 
tising devoted to such themes as 
bonds and salvage has registered 
was indicated by the fact that 91% 
of those interviewed registered 
recognition of such copy. The same 
percentage of respondents said they 
believed such advertising will help 
win the war. 

Discusses War Themes 


The potency of war themes woven 
into advertising copy was under- 
lined in a report by T. Mill Shep- 
ard, vice-president, Daniel Starch, 
Inc., who presented some observa- 
tions on advertising readership and 
observation in magazines. The use 
of war themes has been established 
as an effective attention-getting de- 


| vice, he said, and nearly half of all 


current magazine campaigns are 
He also pointed out that 
during the first nine months of this 
year over-all visibility of magazine 
advertising was greater than during 
the comparable 1941 period. 

War themes register more effec- 
tively on men than women readers, 
Mr. Shepard reported. Future in- 


spirational copy is receptive to both 
sexes, and conservation copy is pre- | 


ferred to straight product copy by 
male readers. With women, how- 


 ommeuall 


TELL EM ABOUT YOUR WAR WORK. 
You may not need customers today. 
But don’t forget them .. . and don’t 
let them forget you. Keep in touch 
through regular mailings. Tell what 
you're doing to help win the war, ex- 
plain why you have to ration orders. 


TELL "EM ABOUT YOUR SERVICE. 
You can’t sell them new products. 
You can show them how to keep the 
old ones in good condition. A broad- 
side or booklet will help bring in re- 
pair or service business for your deal- 
ers ... build peacetime sales for you. 


TELL "EM ABOUT YOUR RESEARCH. 
After the war you'll want all the busi- 
Start laying the 


ness you can get. 


groundwork now. Send out bulletins 
to tell customers what you've learned 
from your war work and give them a 
preview of better products to come. 


TELL "EM ABOUT YOURSELF. Many 
old customers are staffed by new 
men. That means a new selling job 
for you. Gas-rationed salesmen can’t 
call often in person. They can call by 
mail. Regular letters will help keep 
contacts on a personal basis. 


Even though you have no sales 
problem today, you dare not neg- 
lect the markets you'll need later 
on. Start selling them now. Use 
the selling power of paper and 
printing to tell customers what 
you're doing and why. Lay the 
groundwork for peacetime business. 
Here are three ways to do the 
job ... three suggestions as to the 
paper to use ... and three kits of 
materials to help you plan and 
produce effective mailings. 


send out broadsides with a real 
wallop. Use color, plenty of pic- 


and-turn printing, use Hammermill 
Offset. 


To select the right finish, get the 
demonstration set of Hammer- 
mill Offset: 4-color offset repro- 
ductions of a recent painting of 
a Lockheed Lightning Pursuit 
plane (suitable for framing). 


For economy, use Hammermill 
Opaque. This paper is light in 
weight. But it has the opacity of 
heavier stock. You can print both 
sides without objectionable show- 


through. 
To see the kind of printing you 


can produce, send for specimens | 


on Hammermill Opaque. Illus- 
trated letters, dealer folders, bul- 
letins—9 different pieces in all. 


3 To replace missing personal 
contacts, write letters. Make your 
customers realize you're still close 
to them. Letters look better on 
Hammermill Bond. It takes typ- 
ing cleanly. Duplicates well. Easy 
to write on. 


For help in designing letter- 
heads and envelopes to match, 
send for Working Kit of Ham- 
mermill Bond. Includes new 
“business card” letterheads de- 
signed to give sales letters the 
touch of a personal call. 


Hammermill is proud 


in the paper industry 
of the coveted Army- 
Navy Production Award—an evi- 
dence that PAPER IS WAR MATERIAL. 


1 Hammermill Paper Co., Erie, Pa. 
| Please send me the material checked: 


{I 


| 0 1—Demonstration Set of Hammermill 
| Offset 

} 2—Collection of Commercial Specimens 
| on Hammermill Opaque. 

| } 31942 Fall Edition of The Working 
Kit of Hammermill Bond. 

| 

| 

| 


Position TeTiTy 
(Please attach to your thead) 


company “Tette 


AA 11-16 


I For a hard-hitting sales job, | 


York. Other offi- 
tures. And for splendid reproduc- | 
tion plus the economy of work- | 


2 For “reminder” calls, send out | 
enclosures with your regular mail. | 


to be the first recipient | 


| COLONEL?” § > 
~~ 
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LUCKY BREAS _ | WPB Tightens 
THE YANKS ARE COMING-ond HOW / 
WZ oavees mane twat 9 mont Fe ean! Its Control Over 
Distribution 
Washington, D. C., Nov. 12.—Wit) 
\ . problems of both production and 
: ’ ¥ a procurement of materials rapid!y 
7 ‘oe Se pq AA Lg coming under control, the War Pr. - 
RAMROADS WORK TeesTNER . duction Board this week turned jo 
caiekuiiones mate eke { strengthening its control over 1 
mee | distribution of both war and civiliin 
/ hae goods, as well as raw materials. 
“ TODAYS SOLDR TRAWLLS Tat as ce First step was the consolidation of 
aiaade tama == «=! al] WPB groups responsible for de- 
Dneonemestes 2s a termining programs covering tie 
& CHESAPEAKE ond OHIO LINES distribution of materials and r 
a One of America’s Roilroeds...4s moenstto ree wan! putting them into effect under the 
office of Ferdinand Eberstadt, pro- 
The headine fit as well for last week's | gram vice-chairman. 
sensational news stories about the North The reorganization gives every 
African invasion as it did for this Chesa- industry division of WPB greater 
peake & Ohio copy, which broke at the power, with its personnel divided 
same time. The advertisement is part - ; ou as 
of the eastern railroads’ campaigns to jimto program, distr ibution, sats 
make their wartime duties clear. sources, and administrative sectic 
Are Grouped Together 
ever, straight product promotion is| Parallel commodities and services 
more effective than conservation. were also grouped together. The 
In the automotive classification,| consumer goods bureau, for ex- 
most effective themes are conserva-| ample, will contain divisions 
tion and future inspiration copy.| food; beverages and tobacco; tex- 
In the food category different | tiles, clothing and leather; service 
themes have not produced widely |equipment; consumers durab!e 
differing readership results. In | goods; and distributors. The com- 
liquor and tobacco copy, war themes | modities bureau will include pulp 
register more effectively with men | and paper; printing and publishin 
than with women. In the toilet | containers; chemicals; cork and as- 
| goods and cosmetics classifications | bestos. Other over-all bureaus w'!! 
product copy containing a war slant| handle minerals, construction and 
was rated higher in visibility but| utilities, equipment, rubber, ship- 
lower in readership than straight | building, aircraft, and radio. — 
product copy. | The WPB Wednesday ordered f 
Mr. Shepard’s findings were based | sharp curtailments in the manufac- 
on analysis of 1,243 advertisements | ture of office machinery during 
in recent issues of national maga- | 1943, although permitting adequate 8 
zines. | repair parts for maintenance. Pro- - 


| duction of adding machines, micro- 
film machines, shorthand writing 
machines and time stamp machines 
will stop Dec. 31, although assembly 


Agency Elects Officers 


Emmett Corri- 


|gan, first vice- may continue through the year. 
yresident and 

aioe surer. has Trim Production Quotas 

been elected Accounting and bookkeeping ma- : 

i y en chines, addressing machines, calcu- | 

saat Mp Hee lating and computing machines, ‘ 
I aoe Inc New duplicating machines, office compos- : 


|ing machines, punched card tabu- 
lating machines and time recording 
machines will continue for war pur- 
poses, although purchase and manu- 
facture of new parts will be limited 


cers elected are: 
Victor J. Cevasco, 
vice - president 
and secretary, 


first vice - presi- to 25% of the total production - 
dent and treas- Emmett Corrigan quotas earlier established. 

urer; Harold E.— Nationwide mileage rationing was 

Maples, vice-president and secre- 


postponed from Nov. 22 to Dec. | 
because of transportation and othe! 
delays in distributing necessary 
forms. 

Civilian use of glycerine will re- 
main approximately constant during 
the coming year, as the result of an 
increase of six to seven million 
pounds in production for military 
and civilian use. The nationwide 
fats salvage campaign has contrib- 
uted to this growth. 


tary; William T. Cobb and Ben S. 
Laitin, vice-presidents. Russell Law 
remains chairman of the executive 
committee and Frank J. Reynolds, 
president. 


‘Aviation’ Lists | 
Staff Changes 

Robert F. Boger, formerly New 
England district manager for Engi- 
neering News-Record and Construc- 
tion Methods, will replace David 
McCullough, who has joined the 
U. S. Navy, as Atlantic district man- 
ager for Aviation, New York. Mr. | 
Boger is succeeded as sales repre- | 
sentative for the McGraw-Hill con- 
struction papers in New Jersey and 
New England territories by James 


i¢ 


‘Headache Remedy 

Kills Pain,’ Says Maker 
Chelf Chemical Company, Rich- 

mond, Va., in denying FTC allega- 

tions of false and misleading adv‘ 

tising, has asserted that its prod 


—_— + 


I. Ballard, formerly assistant to the | “4 C’s”, is sold to alleviate | 

publisher of Engineering News- | and that none of its advertising ! 

Record. resents that it will effect a perm:- 
G. A. Ahrens, previously New nent cure. 


England district manager, has been 
advanced to eastern district man- 
ager of Aviation, with headquarters 
in Philadelphia. Herbert Powell has 
been named associate editor, while 


The company also pointed to 
labeling which warns against tak'ng 
more than two doses of the rem: 
during 24 hours and states, “Not 
children unless prescribed bb: 


Charles Rhodes and A. Leslie physician,” and “Frequent and - 
Meyers have joined the market re- tinuous use may result in se! s 
search staff. effects.” 


“Ask your 
Agency 
to ask the 


WKZO 


C.B. S. . 5000 WATTS 
KALAMAZOO— 
GRAND RAPIDS 


FREE & PETERS, INC. 


z Q ‘ 
7 Exclusive National Representatives 
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Death, the dark brother of the race of 


‘yy + 
\ man, speeds on swastika wings, slithers 
through the sub-seas, strikes in strange new 
and sudden guises . . . But the soldier 
a learns to meet it, match it, make it. And 
_ , ' é the terror passes... the dragons die! 


Wheels without rubber, tanks without 
gas, shelves without goods, money without 
meaning, taxes, shortages, inflation... 
are the headaches and heartaches on the 
home front. But with understanding, 
the fears diminish ... and the dragons die. 


Fear, the first danger of our national 
life, is dissipated by knowledge and 
understanding. Today’s dragons have 
their Georges still . . . This magazine’s 
mission today is the disclosure of the 
dragons, the discovery of the Georges... 
serving the people most concerned, and of 
the most concern ... finding its place in the 
minds and interests of Americans who have 
minds and interests, who make opinion as 
well as markets . .. Risen readership 
and steadily climbing circulation attest 
its success in its undertaking; and its 
influence as a medium... Examine any 
current issue, and find the key to a major 
medium for today ... Ask any office. 


™ Ame HICAN MAGAZINE 


IN THE SERVICE THE NATION 


The Crowell-Collier Publishing Co., 250 Park Avenue, New York City + 720 Statler Office Bldg., Boston 
General Motors Bldg., Detroit + 333 N. Michigan Ave., Chicago + 235 Montgomery St., San Francisco 
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from successful accomplishment of 
/our morale program,” he said. 

In pointing to the similarity be- 
tween plant morale drives and out- 
door advertising, Mr. Hough laid 
down these parallel essentials: 
| Simplicity of Illustrations and a 


Hough Describes | 
‘Musts’ of War 
Morale Posters 


Usual Techniques 
Are Most Successful, 


ACA |s Told | 


Repetition Is Essential. Thin dis- 
Toronto, Nov. 12.*An interesting | tribution of posters is wasteful. The 
exposition of the similarity between| story must be pounded home 
morale building campaigns 
more usual outdoor advertising was | be exposed not to a poster in the 
presented to the Association of Ca- | department and perhaps a couple in 
nadian Advertisers here yesterday| the gatehouses; they must be ex- 
by J. K. Hough, advertising man-| posed to many posters from the 
ager, Goodyear Tire & Rubber Com-| moment they enter the plant, go to 
pany, Akron, who pointed out that| their own departments, go to cafe- 
morale campaigns are no different|terias or hospitals or other traffic 
from any other selling and advertis-| areas in the course of the day or 
ing campaigns. “The farther we|night. By many posters, we mean 
stray from known successful adver-| many copies of the same poster. 
tising practices, the farther we gef Singleness of Purpose. Just as 


copy the better the effect. Plant 
employes do not have or do not take 
|the time to read a great amount of 
|copy. The story must be such that 
it can be absorbed “on the fly.” 


“Repetition Essential” 


Minimum Amount of Copy. The less | 


and | through repetition; employes should | 


one poster should carry one story, | 
the use of one of them at one time) this size permits use of two posters 
is mandatory. In a given week, for | 28x42 inches when necessary, and 
example, emphasis should be placed | at all times provides ample air 
/on one subject, else there will be| space around the poster to separate 
|damaging competition which will 
| take the power out of all the effort. 
Frequent Change. We _ consider 
five to six days as a maximum dur- 
ing which one theme or poster, for 
/example, should be used. 


Describes Location “Musts” 


Effective Location. Display mate- 
|rial such as posters must be care- 
| fully located, and location selection 
must be supervised by people who 
know the elements of good position. 
Head-on shots where _ possible; 
height on eye-level range, always; 
are primary requisites. 

Proper Background. It is prefer- 
able that posters be placed on bulle- 
|tin boards that are designed prop- 
erly. Secondly, these bulletin boards 
should be for the morale program 

material only. They should not be | 
used for the mass of notices and 
other data commonly found on bul- 
letin boards. We have found a 


board 4x6 feet to be most effective; 


effectiveness. We find the 28x42- 
inch posters are desirable and that 
small sizes, while satisfactory occa- 
sionally for a specific purpose, are 
usually a case of sending a boy to 
do a man’s job. 


Copy Must Be A-l 


Good Art, Good Layout, Good Re- 
production and Good Copy Are 
Musts. Simply because the material 
is used inside a factory is no reason 
to use cheap-looking art, printing, 
paper or poor copy. Remember that 
you are dealing with the same peo- 
ple who are under a constant bar- 


respect for good work because it 
smacks of authority; and any effort 
that represents anything less than 
high standard suffers heavily. 
Proper Maintenance. It is not 
enough to put posters up properly; 
| they have got to be maintained. We 


, 


| \ 1, 
hrs, = 


SYNOPSIS: “First Nighter” bows in for 
Campana on NBC in 1930. Moves to CBS 
in 1938. Change in networks causes tem- 
porary audience decline of 39°°. Summer 
vacation in 1940 causes temporary audi- 
ence decline of 34%, “First Nighter™ steps 
out for Campana on Mutual in Oct., 1942. 
Temporary audience decline, after sum- 


mer layoff and change in networks: 33%. 


FIRST NIGHTER STEPS OUT 
and Mutual packs the house 


PROGRAM NOTES: Despite the combined 


effect of two of the most adverse factors 
that can depress a program’s ratings (net- 
work change and summer layoff). Mutual 
delivers proportionately more “First 
Nighter”™ listeners than survived either fac- 
tor before. And, typically, Mutual delivers 
at a fraction of the program’s former cost. 


With over twice as many stations, too. 


Have you considered stepping out on Mutual? 


THIS 1S MUTUAL 


it from the surroundings and aid in| 


rage of good advertising; they have | 


‘CREAM OF THE CROP’ 
A SHIELD £0R HEALTL 


ae 
wee 4 


eee eens © Mee Wee Reale wet Seige Tamrmgm 


Virtues of the Rio Grande Valley's own 

oranges are extolled in this full-pac- 
| newspaper announcement, using color, 
| placed for Tu Jack dealers in the South. 
| Stores where the native-grown fruit is 
| sold are listed at the lower left. Texes 
| Gov. Coke Stevenson, in the box at 
| right, praises the oranges as “their own 
best advertisement.” 


find it good practice to assign men 
/to cover the ground daily. -Re-post 
| material that has come loose or that 
| has been damaged in any way. At 
the time of a poster change, we re- 
| move everything that is up, so that 
| the new showing is in no way dissi- 
| pated by odds and ends of previous 
campaigns or showings still visible 
Taking down is almost as impor- 
tant as putting up. Neatness 
essential, just as it is an asset 
painted bulletins or 24-sheet poste: 
boards. Torn paper is not onl) 
sloppy, but a reflection against the 
campaign. 
Posters and display material gen- 
| erally should all tie in with the 
| established theme of the campaign 


| 

Jack Bain Heads 
Electroplater ‘Review’ 
| 


Jack Bain, for 
the past year and 
a half advertising 
manager of the 
Monthly Review, 
published by the 
American _ Elec- 
troplaters’ So- 
ciety, has been 
named publisher 
of the magazine, 
His succeeding the 
i3 f late William J. R. 

\ Kennedy. He will 


ail also fill the post 

of business man- 

Jack Bain ager of the so- 
ciety. 

The’ publication’s headquarters 


have been moved from Springfield, 
| Mass., to 545 Fifth Ave., New York 


Scott Paper Company 

| Net income for the nine months 
ended Oct. 3 was $1,242,216, com- 
| pared with $1,400,057 for the same 
| period last year. 


Denison Names Burgess 
W. T. Burgess has been appointed 

advertising manager of Denison 

Engineering Company, Columbus, 


Residential gas meters in th 
Troy A. B.C. City Zone (1940 poy 
115.264) 
in the last two years. 


have increased 6.2' 

Investigal 
New York State’s lowest cost m 
jor market 


where there's lo! 


more “cooking” these days! 


*New York Power & Light Cor; 


shee THE TROY RECORD 


/ RheoRD 


| . n - 
vesrwies THE TIMES RECO?! 


All Advertising Direct 
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ADVERTISING AGE 


HOME Gireulation - 


In the first 10 months of 1941 The Chicago Daily News led all Chicago 


Daily Newspapers in Total Display Advertising by *148,696 lines... .. 


This year, 1942, for the same period, The Chicago Daily News led all 


Chicago newspapers... Morning, Evening and Sunday... by *371,252 lines. 


For the first 10 months its comparative lead over its nearest competi- 


tor has been increased by over *222,000 lines. 


(Authority: Media Records) 


AST YEAR The Chicago Daily News was 
welcomed at least 135,000,000 times into 
the homes of its readers. These 135,000,000 
home-welcomes stand recorded as eloquent tes- 
timony to the public estimation of The Daily 
News’ worth. Few newspapers in America enjoy 


such a deep—and wide—family regard. 


How is it that a newspaper can hold such 
steadfast regard for three generations? There 
are many reasons—but they are all related to a 


single quality. 


This quality is one we desire in our friends, 
in our public servants, in our wives, in our hus- 
bands, in our children, in our business establish- 


ments. This quality’s name is DECENCY. 


> a, a 
a ~.\ Va~vy 


*For fair comparative purposes the 
linage of Alcoholic Beverages has 


been omitted, as it is unacceptable 
to The Chicago Daily News. 


The Chicago Daily News is a powerful ad- 
vertising medium—one of the most powerful 


among newspapers in America. 


Powerful—not because of sheer tonnage of 


copies printed. 


Powerful—not because of intemperate and 


unjust attack. 


Powerful—not because it sensationalizes 


the news. 


The power of The Chicago Daily News is 
the quiet and enduring force of a good compan- 
ion and a good counselor. It is a friend among 
friends. Its place in the home is one of respect 


and trust. 


_THE CHICAGO DAILY 


FOR 66 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


DETROIT OFFICE: 7-218 General Motors Building 


Think now of your advertisement in The 
Chicago Daily News. When evening comes— 
then does your advertisement enjoy the superla- 


tive privilege of a home-welcome. 

It shares the warmth of home. 

It shares the comfort of home. 

It shares the leisure of home. 

The families who read The Chicago Daily 
News are thinking people. And The Daily News 
is a thinker’s newspaper. In Chicago there is no 


duplicate of The Daily News’ evening audience 


of 1,250,000 thoughtful home-readers. 


If you don’t get into the home with what 


you have to say, you will never get in with what 


you have to sell. 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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‘ bd . ‘ religious groups. is considered an ideal vehicle to | . ' age 
Write-A-Fighter A statement of WAFC appeovel|take up the letter-writing slack | pottlers fa ate ds Stop Recruiting 
. signed by Mrs. Paul Rittenhouse,| which now sees four letters going | ¥1SCUSS ar rropiems 
Corps Proves Big national director of the Girl Scouts,| out of military camps for every one| John F. Leary, of C. Leary & oA ' m 
was flashed yesterday on the Jack letter which comes in. General | Newburyport, Mass., was elected to Now ls Advice 
Program Success Armstrong program, over a _ basic| Mills is so amenable to tie-ups with | head the American yg of Car- | f 
Minneapolis, Nov. 12. — What | Blue network of 114 stations. WAFC other advertisers (pen and pencil, | "22° Gt the association's annual con- , 
started out as a radio program pro- announcements, calling attention to stationery manufacturers, etc.) that vention in Chicago last week. He 
ine : the Armstrong program “over an- it announced willingness to let the | eds Edward W: WwW. T 0 ommi ee 
motion to give youngsters something ” d : aye fate : . as, | succeeds war agner, ° ° 
; ets anipgieeecanggr © other network,” were given on the | Jack Armstrong parent organization Wagner Sons, Cincinnati. 
to do in the war effort was snow- |p orning Kitty Foyle show (CBS) | become merely one chapter in a| Some 1,200 bottlers attended the Ad ° S 
balling into a nationwide organiza- and the afternoon Guiding Light|well-knit group with a single pur-|convention and heard government visory roup 
tion this week—the Jack Armstrong | show (NBC). All are General Mills | pose. and industry officials discuss the Says People Will 
Write-A-Fighter Corps — assuring | programs, sponsored by Wheaties. —_—__——- bottlers’ problems: sugar rationing, | 
regular writing of letters to Uncle One of the Write-A-Fighter Corps Opens New Studio limitation of crowns to 70% and | Act If Informed 
Sam’s fighting men and women. attributes which makes it readily . ; eee ee distribution. As a wartime meeting, 
Scarcely ; - : rar Morton Berger, Inc., advertising the bottling exhibits, always a high- Washi D , _ 
carcely a month old, the cam- acceptable to schools is that it is| photographer, has opened a new lich ' + de ai Vas ington, D. C., Nov. 11.—Ce-- 
paign already boasts a membership | strictly non-commercial in appeal.|studio at 480 Lexington Ave., New | 18 & — Hag ga were Gis- sation of all recruiting for tile 
of more than half a million young-| No dimes or boxtops are necessary. | York. ee we all oem armed forces is one of the key- 
sters, formed into squadrons of six.| Jack Armstrong listeners merely rs Se a stones of the manpower program 
Official approval has been given the| write in for free materials enabling York to ‘Daily News’ To Parker-Allston submitted to President Roosey: |t 
WAFC by Girl Scouts, Inc., nearly | them to enlist. ; William E. York, formerly with| Unity Fire Insurance Corporation, | this week oy the War Manpower 
100 departments of education) Organized in accord with the! the New York Sun, has become ad- New York, has appointed Parker- |CO™mission’s management - labor 
throughout the country, Boy Scouts | request of the War and Navy depart- | vertising production manager of the Allston Associates, New York, as its policy committee, which has been 
of America, 4-H Clubs and many ments to write a fighter, the WAFC |New York Daily News. agency. studying employment and labo - 
/migration problems. since’ mid- 
August. 
A ban on recruiting, still hotly 
contested by the Army, Navy, ~ 
Marine Corps and Coast Guard, 
would automatically terminate the 
highly successful advertising cam- 
paigns conducted for the armed 
forces by N. W. Ayer & Son; Bai- 
ten, Barton, Durstine & Osborn; and 
J. Walter Thompson Company dur- 
ja an ing the past year. 
sais os ; An order to stop recruiting h 
>" been sought for some months by 
c WMC Chairman Paul V. McNutt 
; WPB Chairman Donald M. Nelson, 
Maj. Gen. Lewis B. Hershey, direc- 
' : tor of Selective Service and repre- 
: sentatives of the aviation industry 
a " (eae which has suffered heavily from re- 
; Ci a a oo se | cruiting. But the air forces and 
_ ft |other branches of the Army and 
ae | Navy, hard-pressed for trained tech- 
| nical and practical men for their 
0 e l expanding branches, have to date 
Wee ‘ ; maintained the upper hand at the 
ey aan i 4 | White House. 
| Ask Centralized Authority 
Other recommendations of the 
| committee include centralized au- 
thority and responsibility for deter- id 
| mination and administration of the iy = 
| over-all manpower program, includ- : 
ing transfer of the Selective Service | 
| System to WMC; special calls for 
|men with specialized skills; coordi- 
nation of civilian and _ military 
training in non-military educational 
HE gentleman with the undisguised good-nature is affectionately known around the institutions; strengthening of WMC 
administrative branches; and better 
Twin Cities and the Northwest as “Uncle Mac’. He’s keeping his regular date as M.C. stabilization of migration by in- 
creased authority for the WMC in 
E ‘ , ‘ -s ° ‘ : labor-shortage areas. 
of the high-flying “Red River Valley Gang’—which is another WCCOshow with Differing bs Chairman McNutt 
on the question of national service 
That Northwest Flavor.* legislation, the committee recom- 
mended that the public be fully in- 
Thirty weeks ago the Gang had their first get-together on WCCO. Since then, formed of the manpower problems 
and its attendant obligations. 
° ° ° . S -manage- 
they've really gone to town—and country. In their first thirteen weeks...and in their wae petit. aeted that to this 
: ; ; ; . ; “time of national peril, each indi- 
try-out spot on one of the busiest broadcasting nights in the week...they built up a vidual person of or in this nation 
| has a supreme moral obligation to 
whooper of a Hooper. render personal service in the war 
effort in such manner as his or her 
Like all original WCCOshows, “Red River Valley Gang” is specially built for the | capabilities will permit. The com- 
mittee believes a great majority of 
‘ : , . : F : | the people of the nation fully recos- 
850,000 radio homes in WCCO's primary listening area. Drawling Uncle Mac...the esha obligation and pret ready 
to serve. ... 
famous Plehal Brothers with their harmonizing harmonicas...songstress Mary and bash- - 


ful Hjalmar... those musical lads, Gus, Curley and Ernie... provide one more example of 
the deft programming that has brought WCCO a larger share of the Northwest audience 


— morning, noon and night —than any other Twin City station. 


If you'd like to know more about the Red River Valley Gang (or WCCO) get in 


PAUI 


touch with us or your nearest Radio Sales office. 


WCCO 


MINNEAPOLIS-S1 


*north'west’ fla'vor (-wést fla’ver), ». that special qual- 
ity which recommends a radio program to the tastes of 
Northwesterners. See also: TANG, ZEST, SHOWMANSHIP, 


90,000 WATTS WHERE IT COUNTS THE MOST 


Owned and operated by the Columbia Broadcasting System. Represented nation- 
ally by Radio Sales with offices in New York, Chicago, St 


Louis, San Francisco, Los Angeles, Charlotte 


Confident in Voluntary Act 


“The committee doubts that con- 
version of the moral obligation | 
serve in the war effort, into a legal 
obligation to serve, will of itself 
solve the manpower situation. 
The committee has confidence t 
the voluntary and cooperative «'- 
forts of the people, under str"s 
leadership on the part of gove''- 
ment, management and labor, ll 
provide the answer to this all 
portant manpower program.” 


The committee’s report pl J 
heavy emphasis on the infor: a- 
tional and educational aspects of 


manpower administration, WwW’! 
will be directed by Raymond R 
cam, Frederick William Wile 
and Theodore Repplier, al! 
Young & Rubicam. 


Kaufman Named V. P. 
Elkin Kaufman, secretary-t! 
urer of William H. Weintraub & 
New York, has been appointed v °& 
president and secretary. Paul R 
art director, has been named 
president, and William Ca 
media director, will act as treas 
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ke Meeting 
Fails to Revive 
National Campaign 


Chicago, Nov. 
fact that the ice 
stands in a more favorable com- 
petitive position than it has for 
some time, the National Association 
of Ice Industries made no move to 
revive its national advertising cam- 
paign, halted more than a year ago, 
at its convention here this week. 

Helen Kimball, director of the 
association’s consumer service divi- 
sion, told the group that the indus- 


11.—Despite the 
industry 


today | 


‘try faces a glowering cloud of pub- 


lic opinion. Many a defense worker, 
moving into a government project, 
finds himself with an ice refrigera- 
tor, because it is the only type being 
made today. Similarly, many first- 
refrigerator buyers emerge with ice 
refrigerators—for the same reason. 

If these purchasers are allowed to 
think of themselves as being tem- 
porarily stuck with an “ice box,” 
Miss Kimball believes, the industry 
has let itself be dealt irreparable 
harm. In fact, one of the odious 
terms to the industry at large is 
“ice box,” which connotes the old- 
fashioned receptacle which had to 
be iced daily. The modern refrig- 
erators, even in a day of scarcity, 
have to be iced only once or twice 
weekly. 

Besides the fact that their great- 


ADVERTISING AGE 


est competitors have 


temporarily | only 6 to 16 pounds of steel is used. 


been removed from the market, the; One company, Progress Refrigera- 
ice refrigerator makers are cheered| tor Company, Louisville, Ky., has 


by the entrance of their products | developed a 


into furniture and 
stores. 
probably stay,” an _ official 


hopefully. Heretofore, the chief out- | 
lets for the ice refrigerator 


been ice plants, hardware stores | 


} 
stores. 
Although 
eight manufacturers 
according to Miss Kimball, these | 
makers have shown sprightly in- 
genuity in maneuvering around the | 
materials obstacle. Manufacturers | 
are allowed unlimited production, | 


Some makers have scaled down 
their consumption to a point where 


have | nies 
production, of course, and an adver- 
and a few variety and mail order | tisement in the convention issue of 

| Refrigeration 
there are only about] frigerator Company, Cobleskill, N. 
in the field,| Y., explained, “We are working day 
and night on a war item. So we 
will not be with you in Chicago... 


Coolerator Using Advertising | 
Although no reliable figures could | 
but only 20 pounds of steel to a box. | be secured on ice advertising, it was | 


indicated that both ice makers and | 
refrigerator 


glass-lined cabinet. | 


department | Most of them have been successful | 
“If they work out, they’ll|in replacing many steel construc- 
said| tion parts with wood. 


Some of the refrigerator compa- 
have been converted to war 


by the McKee Re- 


manufacturers 


Cyclops was not 


management material 


.-- Mo perspective ...no orientation! Going it 


alone, he came to no good end! Today’s man- 


agement-man gets perspective from Business 


Week’s reporting of each week’s new tide of 


business news. Read BW to make your deci- 


sions: and use BW to influence others’ decisions: 


advertisers are using it more than any other 


ae 


i a P et “ : 
ee eae © a 


magazine but two... 2048 pages in 10 months! 


3 


would | 


HOME HELP 


HOUSTON LIGHTING [=== 
= & POWER COMPANY 


| STOCK UP ON FUSES AT ANY ELECTRICAL STORE 


Fuse changes in homes used to be an 


exclusive company duty, but home serv 
ice calls are limited these days. Housto: 


_ Lighting & Power Co. takes this large 
| newspaper space for full intructions on 


fuse replacements. 


go ahead with local schedules. One 
refrigerator manufacturer, the Coo!- 
,erator Company, Duluth, Minn., 
|announced during the convention 
| that it would go ahead with national 
| advertising, and that it had sched- 
|uled insertions in The American 
Weekly, Country Gentleman, Ladies’ 
Home Journal, The Saturday Eve- 
ning Post and rotogravure sections 
of 25 Sunday newspapers. The com- 
pany has established some 69 dis- 
tributors, most of them in the past 
six months. 


Smith Replaces Scott 
on War Savings Staff 


Walter E. Smith, president of 
Rogers & Smith, Chicago agency, 
has been appointed chairman of the 
radio committee, Illinois war sav- 
ings staff, to replace R. J. Scott, 
of Schwimmer & Scott Advertising 
Agency, who resigned because of 
increased duties as newly-appointed 
chairman of the Office of War Infor- 
mation board for the Chicago area. 

Roland Blair, Rogers & Smith, has 
been named assistant chairman of 
the staff's radio committee, replac- 
ing Jerry Joss, former assistant to 
Mr. Scott, who has joined the Army. 


| Ray Rhodes Named 


Ray Rhodes, with the sales staff 
| since 1938, has been appointed sales 
manager of KGO, San Francisco, 
succeeding Walter Davison, who has 
resigned. Mr. Davison, after a brief 
|} vacation, will be located in New 
| York where he will continue in the 
| radio field. 


| 

Carpenter Joins KWNE 
David Carpenter, formerly sales 
| manager of Station WHEB, Ports- 
mouth, N. H., has been appointed 
general manager of Station KWNE, 
| Keene, N. H. He succeeds Herman 
| Steinbruch, who has been named 
|radio advertising manager of Vari- 
ety, New York. 


If it’s 
COVERAGE 


you want... 
TAKE 


coverage . . . and the 3! 


average of 78.1%. 


ite Test Market’? 


' 


NEW HAVEN 


The Register blankets Great 
er New Haven with a 96.4’ 


surrounding towns wit) 4 


What could be a better buy 
than "New England's ‘vor 
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Here we eo again - 


or: the eternal triangle 


220 East 42d St., New York « Tribune Tower, Chicago » New Center Bldg., Detroit + 155 Montgomery St., San Francisco 


. 


Oswarp PHILARDYCE was once a baby, 
believe it or not. Later, as a little boy, he wore 
tight knee pants and high boots, wanted to be 
a fireman when he grew up. He learned to 
read ahead of time so he could understand the 
colored funnies that came on Sunday. (That’s 
when his folks began to suspect that Oswald 
was something special in the Upstairs Dept. 
—and sure enough he was!) He romped 
through grade school, got into college on the 
stroke of sixteen, made Phi Beta Kappa, picked 
off an M.A. and Ph.D., and has since been 
widely known to all and sundry as a guy with 
extra stuff between the ears . 

Then Oswald got married, to another high 
I.Q. And in time, as it does to most men, 
fatherhood came to Oswald. Little Jeannie has 
light gold hair, and a high I.Q. She discovered 
the Sunday funnies while she was still in the 
crawling stage, and shortly after discovered 
that Daddy could make them make sense. So 
Oswald had a Sunday morning chore reading 
the funnies for Jeannie for three years, because 
Jeannie enjoyed them so much. 


Went, Jeannie is a first grader now, and 
spells out her own balloons. And what d’ya 
know? Oswald is still reading the funnies— 
because he enjoys them so much... . Which is 


more evidence that 1) Nature is a wonderful 
thing; and also 2) The Sunday comics are a 
pretty wonderful medium, getting attention 
from the cradle to the grave. The cradle 
always brings the original customers back! 

So if you want to get to Jeannie, Oswald or 
Mrs. Oswald, the Sunday comics are just a 
bright red Welcome mat that walks you right 
in... And as the Oswalds are among the best 
families, cash as well as social register, you 
naturally use Metropolitan Group Comics! 

The twenty-four big, strong, successful 
newspapers in the Group total more than 
12,000,000 circulation—placed where it does 
the most good, in markets that have two-thirds 
of the national buying power. 

And these Sunday newspapers also have 
the best comics sections, with the best comics 
—highest readership, strongest habit, whole- 
family interest, easiest entree for advertising, 
biggest and best market—in any single medium. 

Instinct and liking, habit and familiarity 
make this medium outstanding for its influence; 
and the size and quality of its audience give it 
power without par. 

There’s four colors to help with the message, 
and a big space unit to tell a big story. And 
the cost is lower than anything comparable in 


advertising effectiveness . . . Investigate! 


Metropolitan Group 


Baltimore Sun « Boston Globe « Boston Herald « Buffalo Courier-Express « Chicago Tribune 

Cleveland Plain Dealer « Des Moines Register « Detroit News e Detroit Free Press « Milwaukee Journal 
Minneapolis Tribune & Star Journal « New York News e¢ New York Herald Tribune ¢ Philadelphia Inquirer 
Pittsburgh Press « Providence Journal « Rochester Democrat & Chronicle « St. Louis Globe-Democrat ¢« St. Louis Post-Dispatch 
St. Paul Pioneer Press ¢ Springfield Union & Republican e¢ Syracuse Post-Standard « Washington Star » Washington Post 
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War on the Psychological Front 


When the United States govern- 
ment arranged to take over existing 
short facilities, 
in order to expand and control the 
war against the enemy on a world- 
wide psychological front, the inde- 
pendent broadcasters through whose 
efforts an effective short wave pro- 
gram service had been set up were 
ready to cooperate. They recog- 
nized the imperative necessity of 
expanding present facilities beyond 
the limits of private ownership and 
operation, and therefore placed no 
obstacles in the way of government 
operation and the development of 
additional facilities. 

The greatest success which has 
been won in the short wave field 
has been in Latin America, where 
both Columbia Broadcasting System 
and National Broadcasting Com- 
pany have not only beamed their 
short wave broadcasts for indi- 
vidual reception, but have estab- 
lished networks of leading stations 
in Central and South America. 
This service will now be operated 
under the direction of Office of the 
Coordinator of Inter - American 
Affairs, which has been responsible 
for most of the directed 
to our neighbors. 


wave broadcasting 


programs 


We see no reason why the suc- 
cessful network which 
have been within the 
past year should not continue on an 
even broader and effective 


operations 
established 


more 
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particularly since the per- 
the broadcasting com- 
panies in this field has been retained 
intact. There will no doubt be dif- 
ficult problems to solve, but if the 
same finesse and diplomacy which 
have marked our efforts heretofore 
are maintained, Latin 


sonnel of 


America 


should continue to find our broad- 


casts highly acceptable. 

CBS developed a reciprocal 
arrangement with Latin American 
stations which it is to be hoped can 
be continued, with programs em- 
anating from those stations rebroad- 
cast to American listeners, thus 
making short wave service, as Wil- 
liam S. Paley, president of CBS, 
described it, “a two-way street.” 

Short wave broadcasts to Europe, 
which will be under the direction 
of the OWI, involve more difficult 
problems, first because of the lack 
of network facilities and second be- 
cause of the greater diversity of 
languages. But many of our news 
broadcasts have been picked up in 
England and other European coun- 
tries and 
through 
parts of 
Europe 


direct or 
transcriptions to many 
the world, including both 
and Africa With many 
more stations providing this serv- 
ice, and more powerful radio beams 
concentrated on enemy countries, 
our facilities should 
prove to be a most powerful weapon 
on the psychological front. 


rebroadcast 


short wave 


Sampling Public,Opinion 


Dr. George H. Gallup and the 
American Institute of Public Opin- 
ion have been subjected to severe 
criticism as the result of the failure 
of the institute to predict accurately 
the result of the 


recent Congres- 


sional elections. The Gallup tech- 
nique, which has been in use in 
marketing for many years, and 


which has some notable triumphs to 
its credit in the public opinion field, 
has declared to have been 
and a 
been made in some political sectors 
that it be and 
credited 
The 
field has too 


been 


found wanting, demand has 


disregarded dis- 
from now on. 
marketing 


respect for Dr. 


advertising and 
much 
Gallup and too great an apprecia- 
tion of the difficulties 
the determination of 


involved in 
atti- 
tudes on both commercial products 
and public 
criticisms 


public 


problems of 
such 


policy to 
take seriously, but 
the election returns have raised some 
legitimate questions a§ to the ne- 
cessity of the tech- 
especially as to 
of the 
required to produce a valid result 


reexamining 


niques employed, 


the minimum size samples 


national scale. 

The fast moving picture of popu- 
lation changes and income shifts 
brought about by the war, plus the 
movement of 


ona 


millions of young 
men into the armed forces, presents 
exceedingly difficult problems to the 
investigator 
feel the national 
tion, as far 


who is attempting to 
pulse. In addi- 
as election results are 
concerned, the problem is_ not 
merely to measure public opinion, 
but also to estimate the number, in 
each group who will actually cast 
votes thus the 
opinions which have been tabulated 
The institute feels that since 4,000,- 
000 fewer voters went to the polls 
than it had estimated, the error in 
the result may be attributed largely 
to this factor. 

We know the Gallup poll will be 
continued, and that it will provide 
valuable service to marketers and to 
interested 
but we 


their and register 


those in opinion studies, 
hopeful that current 
techniques will be reexamined and 
methods changed where they may 
be found inadequate or unsuited to 
the present unusual conditions. 


are 


l-F THEY EVER RATION HAY— 


Parade Magazine 


"Mrs. Goldbanks had a 100 horsepower limousine before gasoline rationing and 


she says she won't lower that standard now. 


"” 


Ad-libbing 


Tough Stuff 

There’s no way of knowing ex- 
actly what the one-color reduced 
reproduction of an _ original two- 
color, out-of-register magazine page 
will look like, but we’re taking a 
chance on it anyhow. The idea of 


GENERAL @ ELECTRIC 
raetaemee 


tm Heer ee@mrce 


the deliberately out-of-register pho- 
tograph is to point up the story of 
how General Electric electronic con- 
trol has made such out-of-focus 
printing impossible or rare. And 
the angle that bothers us is this new 
headache for the production man 
the headache of making darned sure 
that his two-color plates don't reg- 
ister. 


The Case of the 28 Pots 

The know-it-alls of our editorial 
department have been completely 
stumped by a mystery dumped in 
their laps by Mrs. Vee M. Bear, the 
sprightly adwoman who shepherds 
the promotional fortunes of Inter- 
state Bakeries Corporation 


Last June Mrs. Bear received a 
pot, one of those white porcelain 
receptacles which may still adorn 
bucolic bedrooms. The pot, fetch- 
ingly decorated by a raccoon tail 
pasted around its upper rim, was 
numbered 29, and came from a 
worthy organization, the Pot-of- 
the-Week Club. Mrs. Bear's com- 


pany, it seemed, had won the pot- 
of-the-week award for “obnoxious 
radio advertising.” 

In a separate letter came the fol- 
lowing lyric 


To the Butter Nut Bread ‘Radio Ad’ 


“Thousands are spent each year on 
the ad, 
Some are quite fair, and some are quite 


bad. 
But for utter, absurd, fantastic rot 
No program more richly deserves the 
Pot 
Than the 
spread 
In a gTuesome 
Nut bread 


foolish drivel that daily is 


attempt to sell Butter 


Now old John Q. isn't 
If vou slightly amuse 
him with ease 
But to insult his intelligence day by day 
is certainly straying far from the way 
So kindly accept this significant token 


hard to please 
him you'll win 


That speaks far more loudly than any | this folder, which 


word spoken 
Of the feelings of all, not 
bread 
But toward the 
has spread 
A word to 
And we know you'll 
gram deficient 
So farewell, as back on. the 
We seek 


toward your 


correct this pre- 


Huir-waves 


Another who's earned “The DPot-of-the 
Week.’ ’ 
The club (affiliated with the 


Thundermugs of America, cable 


| address “Potweeclub,” according to 
the letterhead) lists among its offi- 
| cers one J. William Padgitt, minister 


without potfolio 

Mrs. Bear, although proud of the 
sales records hung up by tne 
“offending” spots, was _ highly 
amused by the award. After a cou- 
ple of months of fruitless searching 
to locate the donors or other win- 
ners, she called in the sleuths of AA 

Mrs. Bear would still like to know 
who got the first 28 pots, or who's 
been the week’s winner lately. So, 
we'll would AA’s editorial 
department. Nothing in S. S. Van 
Dyne seems to pots whicl 
pass in the night 


contess, 


cover 


Jottings 

Neat gadget which RCA Mfg 
Company used in connection with a 
two-week drive for ideas from em- 


ployes was a life-size paper mag- 
nifying glass, with a penny im- 
bedded in the middle of the “glass.” 
Copy read: “A penny for youw 
thoughts. Dollars for your worth 
while suggestions. Examine your 
job for ideas Oct. 12 to 31... Sug- 


gestion campaign.” 

Alice Marble, 
Wonder Woman, asked 750 “big 
names” to nominate their choices 
for “wonder woman of history,” got 
175 replies. Most frequent nomi- 
nations, in order: Madame Curie, 
Jane Addams, John of Arc, Amelia 


associate editor of 


Earhart, Queen Elizabeth, Mme 
Chiang Kai-Chek, Helen Keller, 
Queen Victoria, Eleanor Roosevelt, 


Susan B. Anthony, Harriet Beecher 


Stowe, Sister Kenny. . . 


| ADVERTISING AGE, by 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
any national] 


advertiser or advertising agency 
executive writing on his business 
letterhead. 

No. 2076. Outdoor Circulatio; 


Basically the Same—Always. 
This folder, issued by Outdoo: 
Advertising, Inc., points out that a 
long as people go outdoors, whethe 
they ride, drive or walk, people ar« 
outdoor circulation, and that to- 
day’s conditions, calling for wor! 


land adequate recreation, take ever) 
member of the family outdoors. 


| No. 2077. The St. Joseph, Mo., Farn 


Territory. 

A picture of the diversification o! 
farm production is given in thi: 
folder, issued by the St. Joseph 
News-Press and Gazette, to show 
the reason for prosperity in the St 
Joseph farm market. Graphs and 
figures indicate what this area, com- 
prising 12 counties in Missouri and 
three in Kansas, produces over the 


| average of the combined production 


childish pap your agent | terview 


of the two states. 


No. 2078. 
geles. 


How to Invade Los An- 


The Los Angeles area task force 
of 14 mechanized divisions is dia- 
gramed in this ingenious presenta- 
tion of transportation advertising in 
Los Angeles, issued by Maynard 
Boyce, Inc. The folder, when 
opened, is the size of the standard 
42-inch car card and the _ inside 
spread lines up the street cars and 
buses of each of the 14 transporta- 
tion companies, with figures show- 
ing the number of carriers, the 
number of riders in July, 1942, and 
the number of people carried pe. 
day. 


No. 2040. When You Buy Time, 
Buy an Audience. 
Radio Station WTAG has issued 


reports the re- 
sults of a coincidental telephone 
dealer preference and personal in 
survey showing listenins 


the wise is usually sufficient | habits in the Central New England 


| area. 


|shippers in 14 


No. 2054. Who 
Buying in 
Stores? 


Does the Biggest 
Food and Grocery 


Parents’ Magazine has isssued thi 
study of expenditures in food and 
grocery stores. Part I contains a 
city-by-city comparison of amount 
of food and groceries purchased b) 
various classifications of consume! 
and Part II, a city-by-city compat 
son of purchases by readers 0! 
various types of magazines. 


No. 2056. A Guide to Effecti 
Freight Transportation Prom 
tion. 


Traffic World has issued tl 
manual on truck, rail, water and 
freight transportation promoti 
based on a Ross Federal survey 
cities from coast 
The manual discusses, am 
other things, the opportunity 
promotion of war and_ post 
freight services; problems enco 
tered in selection of freight cam 
service; what shippers want stre 
in freight advertisements and 
amples of current freight c 


coast. 


paigns. 
No. 2016. Newsweek —a Ma r 


Force in American Business 
Industry. 

Facts about Newsweek—its ba‘ <- 
ground, editorial purpose, reader "- 
terest and a wealth of other m- 
terial are compiled in this new bro- 
chure. The circulation - reader 
study is carried out in detail, ' 
graphs showing circulation ¢ 
trends and growth comparis 


Letters from readers and a circu? 
tion analysis by business classifi °- 
tions point to Newsweek’s pene'r?- 
tion of the business and indust: 
setup and the Washington scen¢ 


a} 
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ADVERTISING AGE 


| couldn't let that pass! 


| pe DONE ENOUGH traveling in my time to be 
salled a world explorer. And the other day 
my nephew, Richard, made a remark I just 
couldn't let pass unanswered. 


He said: '‘You’ve seen a lot of the world for 
yourself, climbed Alps, hobnobbed with a prince 
or two, and shot big game in Africa. After all 
that, what is it about LIFE that gets vou so 
excited?’’ 

“Listen, Richard,’ lanswered, “I know you're 
kidding me. But let me tell you that if I traveled 
every day of the year all my life, I couldn't begin 
to cover the ground LIFE does week in and week 
out. Sometimes when I'm reading LIFE, | come on 
distant scenes that are very familiar. And that 
makes me understand all the better what I read. 
Because today all those scenes that used to be 
just interesting spots on the map are somehow 
locked in this great world struggle. 


"Every spot on the globe is important or 
potentially important today. And LIFE takes me 
to all the really significant places as they are now 
and shows me history as it is being made.”’ 


* * * 


It takes all kinds of minds and people to make up 
a weekly following cf 23,900,000 readers (plus 
63°, of the U.S. armed forces based here). 
Whether age 16 or 60 each person has individual 
reasons why he reads LIFE. 


No matter how they express their reasons for 
liking LIFE you will find this common denomi- 
nator: people like LIFE because it tells the story of 
the world they live in—and fight for—and tells 
it in a way they find interesting and informative. 

Every week LIFE reports the momentous events 
of world history, gives them place and meaning, 
also tells of the small pleasant happenings that 


are part of the background of every day living. 

Because LIFE means so much to so many peo- 
ple, it has become the nation’s first magazine in 
which to advertise goods and present unusual and 
new business messages bornof wartime conditions. 


at 


Eyes for the Minds 
of America 
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advertising by the National Cotton 
Council and Cotton-Textile Insti- 
tute, as well as promotion by indi- 


Price Appeal Out, 
‘Freshness’ In, 


| vidual retailers, will support the 
|campaign to stress the freshness 
for Cotton Copy satus: 


Full-page copy in the January 
issue of Good Housekeeping, signed | 
by the council, will invite readers 
to try “that morning boost of will- 
to-do energy that comes from sleep- 
ing on clean, snowy white sheets 
and pillow cases” and “that men- 
tally alert, physically alive feeling 
that follows your after-bath rub-| 
down with a fresh, clean-smelling | 
cotton towel.” The advertisement 
.epeats the slogan adopted for the 
industry’s first national consumer | 
advertising in magazines last spring, | 
“Cotton freshness for fighting trim.” 
| The council plans to furnish ad- 
| vertising material and merchandis- 
ing suggestions to retailers who will 
tie in with the theme. Following 
the unusual “sales” copy, it may | 
revive for February promotion the | 
home sewing appeal used previously | 
with success. Other industry pro-| 


10. — The 
give a fresh 


Memphis, Tenn., Nov. 
cotton industry will 
twist to traditional white goods 
sales in the nation’s stores next 
January as the customary bargain 
price appeal is dropped in favor of 
the “cotton freshness” theme. 

The step was dictated by short- 
ages of cotton merchandise and the 
natural opposition of retailers to 
any cut-rate selling which would 
leave their shelves bare. Consumer 


Quality Recdership PLUS 
Quality Advertising Means That 


OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 


motions have included efforts in be- 


half of women’s dresses, work 
clothes, sportswear, men’s shorts, 
back-to-school apparel and home 
furnishings. 


Rogers & Smith, Dallas, handles | 


the account. 


PEPPERELL PUSHES 
ARMY CAMP PICTURES 

Boston, Nov. 10.—Cotton goods 
merchants were urged by Pepperell 
Mfg. Company this week to help 
explain the industry situation to 
consumers by tying in with a pro- 


motion “natural’’—a program sug- 
gesting newspaper advertisements 
and window displays based on 
actual Army camp _ photographs | 
showing the wartime uses of cotton. 

The promotion Pepperell out- 
lined combines a_ patriotic flavor 


with sound business sense and will | 
help retailers tell the public why | 


sheets and pillow cases aren’t as 
plentiful now as they were in peace 
times. 

Company representatives recently 
toured an East Coast Army camp to 


take the action pictures illustrating 
how Pepperell products are being 
used, such as sheets in operating 
rooms and hospital wards, herring- 
bone twills for fatigue uniforms, 
flannels for gun patches, etc. Mer- 


|chants are being offered newspaper 


layouts, window display sketches 
and limited quantities of an 8% by 
ll-inch mailer bearing the store 
name and prices. 

For its own part, the company 
will continue its advertising pro- 
gram with full-page messages in 
the December Ladies’ Home Jour- 
nal and Nov. 30 issue of Life 
emphasizing the importance of the 
cotton-textile industry to winning 
the war on both the home and bat- 
tle fronts. 


With the advent of gasoline ra-| 


tioning on a nationwide scale, the 
majority of Pepperell salesmen will 
find it increasingly difficult to call 
on regular customers, the company 
explains in the current issue of its 
“News Sheet.” Despite this forced 
blackout of personal contacts, the 
company intends to use direct mail, 


.. for the boy who 


is after our job 


Sure, fellow, there's a great future in Radio. Here is the 
mightiest of all salesmen ...a moving force to answer the 
world’s need for better understanding ... the voice that can 
help hold a hard-earned peace. No wonder you've dreamed 


of the time when you may direct this mighty power. 


The WJR Radio Scholarship is our recognition of your 
coming day. That is why it prescribes four years of in- 
tensive study for you, son. You will delve into economic 
problems, be schooled in drama and radio production. 
You will learn advertising, selling, business administra- 
tion. You will explore the mechanics of microphones and 
the mysteries of television. 


BASIC STATION 
A. Richards, 


COLUMBIA 
leo J. 


President... Fitzpatrick, Vice 


“> iy ge Spe ee < oe Gee: fae =." 
° REE RBS AS. &~ Ras Ti 


BROADCASTING 


President 


Those of us on the job today created this thing called 


Radio. Built it from our experience on the city desk, the 


stage, at the little transmitter in the attic. Some measure 


of success has been ours, and we hope to carry on still 


further. But, at the same time, we want to pave the way 
a bit for those who are to follow. That is why the WJR 


Radio Scholarship has been established . . 


is after our job. 


SYSTEM 


and General Manager 


. for the boy who 


Edward Petry & Company, 


National Representative 


NEW TWIST 


<9 


Pt 


Fe 


Beer Bee 


The price appeal takes a back seat to 
the wartime theme, cotton freshness, in 
this magazine copy scheduled to tie in 
with the perennial white goods sale in 
January. The National Cotton Council 
planned the unusual ''sales” copy. 


' telephone calls and the publicatior 


in spreading news about- pric 
changes, availability of merchan 
dise, etc. Pepperell men are bein; 
instructed to telephone all custom- 


ers they cannot visit personally 
whenever within 50 miles of thei: 
stores. 


Sherman & Marquette 
Adds Quaker Oats Cereals 

Quaker Oats Company has ap- 
pointed Sherman & Marquette, Chi- 
cago, which now handles advertis- 
ing for Quaker Ful-O-Pep feeds, to 
handle all magazine, newspaper and 
outdoor advertising for Quake: 
puffed wheat and puffed rice Spark- 
ies. Ruthrauff & Ryan will continue 
to handle Sparkies radio advertising 
as well as all advertising for Quake: 
oats, Mother's oats, Quaker Oaties, 
Quaker corn meal and Ken-L- 
Ration. 


| Everett R. Smith 


| search 


Everett R. Smith, director of re- 
for Macfadden Publications, 
will speak to the Chicago chapter of 
the American Marketing Associa- 
tion, Nov. 17, explaining the True 
Story — Crossley Continuing Con- 
sumption Index. 

The meeting will be held at Nor- 
mandy House, Michigan and Chi- 
cago Aves. 


To Adjustment | Board 


Clifford Pangburn, formerly with 
J. Stirling Getchell, Inc., New York 
has joined the War Department 
Price Adjustment Board, Arlington, 
Va. 


fi 


CLASSIFIED PHOTOS 
i 


STO 
PHO 
hk 4 ee 


KAUFMANN FABRY 


425 S. WABASH AVE., CHICAGO 


CK 
TO 


N 


ae = ee se 
is a oo ae 
4 : dk “ . 
ee ae ay Ls 
-_ ———— : | , 
Ra [i 
7 = Ee 
a — 
“ : , a 

7 . 

7 4 ™ es. . 
ag a 58, Ye 
_— igs Fick 
- .e | 
= a ran | 

- — 

+ i 

Ss iia ooo KL 
_ oe... ¥ coe 
ae ae aa. 

yrs i * . “daa " 
ey = a ;* = mo 7s 
a a ai 4 Sh . 
on fe Ss Be: ; 4% ‘ ey — | 
ee os or 

: fo “4 @ 

be . ; a. “ 

i 23 , | /@ ee | 
re 7 ir Ys nad . ’ = 
- IF z 

: ” . " a / a. 4 
a aes 4 oe fs het i A ‘ a. P — 
= ce “2 Oe a ? a ; f a, r ; a ‘. <4 re —e ’ 4 cs ; a 
pe. ny ae Bre a - be ; eta fe : ” ait * forge ae * ere 
ae —_aa ae wr i tat f oe. + 

= aed oS” kh * ale J « B ae F Jj $ i +: 

ee ae —— wy a aad fe i. a + , a—_ ™ se Oe tie | 

_— = _ - aa ——f = mr _ ~~ ae 

ee a “4 ——— : ed > i ow cs. ae ¥ 4 

fe a ee ge —_ * ied ty . EG : enh . . ® - | 

i Je ——? = ; ig a ts Se a ee a oe ‘ . 

Z ee ia pa? — , , — t -. an Chicago AMA to Hear ' 

“ Be int sed / eed a - Spa K y - P - 2 4 ¥ ee 

ee a at ‘ - oe 4 Shi 4 4 — pee ps gt ns cS ia get lic 

"eae 1? —_ | Fi J fen .: ao ee Pei 5 wee = 
oC o — &, r — Se rr ‘Z i 
ra eo ae * _— i = "I ey, oa >. oe : 
* i et ' > > i ‘J 19 a vad . fy ee a 

ied dl 2 ee R , } S, * — Ly — i . 

. ‘ ei. a ‘ a 4 F ‘ a bili 
-— omy i ‘ AF Z P i. . Z aa =_ ie 

ae 7 ; Pi q fD A 7% # a : id i P ~—— - ; . f nail - 7 nis Pe s ee” 
is : + eee . wal x “ a be 
7 vee a 4 S fa ae 

— . \ tay | ilu § Ee *s 
i ; ~~ Ge eee de 4 a 

i ine Cs \ es - ae , ' inc 
i ‘SY ant ” = ~ a ”Y” 

RG r ? SAWS Bata. | . 
- , e ‘ <) = G 
| eee — ~* “ ¥, 5 “ 

eae 5 . 2s’... wien - 
gee —<s = « : 
ee “as NN ~~ Jp e -_ —s f Mf pit a 

<a n z F a 
oy J H Te ‘ . 
a % eat —- — . ; — 
,* ae —_— 
d ‘ ‘ a — 
’ = b 
a a : : * 
ee — 
| ee % fists «: iff 
| ot a a Pie es rma 
; : ee i Bey Sa Ue 
Po es “ts 2 <i Gata 
a a , ; 7 re - a 
ot. es es x se co a 

‘oes a . 7 Eph 

_ a PP) ros 1 a 

te ot a, A ae Ka 

“eae 4 gal a Ps - ~ i 
>. Bek oF, , 
4 ¥ 2 j e. : es as 
7 ) a 
>, ee .% 
ie SE wa — \) 
ee = Se ——— oe 

= <9? 

ee De % 
ey RADIO | D ( 
. 1 ' +z «att ae 

.. ae Bes \= o)* Ei ee Sage oR 
: — MR TILLA 
— Yog —E— | 
" ¥ 3 ¥ OF Homt 

a 1 | 
Inc. 
: ee ee ee oo — 
4 | 
j 
4 2% ” y +. : aa ‘ : ¥ € 244 3 3 * F ~ - ~ * j a . ee “ , it ek ¥. : 4 wo ag, -* + +3 oo = | ae 4 a — - 23 os wey ae 2 1 ae - ta’ aT eau 

° eee has lS Sa ER a eee FP, ee OM ae Be oe ha. Sree ee ene ft as eee ruer oe | a Sit 
- Pi Gy i ae ae ae = fe ht a Oe ME ek BE | yak BE. S Rie tke . Be se 2 iiee ‘ait ee ‘? SNE : 292 . ite = ie, Soe ree ‘< : Sewer ba" er P ee ee oa «5 Se er ieee eos aa %. 2 ~ i 
ae ee - F. FER ei. oe a abe ; . at é ae eerie he ; a) 5 gee, tet CO 5 ~ e204, a a Qa pies 


November 16, 1942 ADVERTISING AGE 


THE STATES PROPORTIONED 
TO 1940 POPULATION* 


Figures show population of 
each state in millions from 
the 1940 census. 


SHADED PORTIONS INDI- 
CATE POPULATIONS OF 
AREAS SERVED BY TRANSIT 
ADVERTISING. (Nov. 1, 1942) 


*Thanks to Sales Management magazine 
for population chart. 


lt pays—in the cities. Because half of all retail sales are 
made there. Because more is earned, more is spent — 
faster, in cities. Because in cities ideas circulate, opinions 
form, masses act together. 

It pays with Transitads because they reach 64 million 
population concentrated within a few square miles as 
shown by the map above. (Note large Transit Adver- 
tising areas in states where cities are largest.) It pays, 
because Transit Advertising acts on a circulation of 
over 43 million rides per day. 

It pays if you penetrate the city markets. Transitads 
do just that. They deliver more visual impressions, more 
often, to more people closer to shopping points, and do 
it at less cost than any other medium in urban centers. 
One medium provides continuity—without concentration 


at shopping points. Another is low in cost—lacks the 
visual impression value. A third has heavy circulation— 
costs so much that day-by-day continuity is prohibitive. 
A fourth offers prestige—with admittedly thin coverage 
in cities. 

Transitads penetrate—with thirty advertising days 
a month, with visual impressions in color, with impact 
seconds from store doors, with mass circulation. They 
make it pay, with a circulation cost averaging less 
than 5c per thousand rides. 

In wartime or anytime, more sales, more action await 
the advertiser who chooses to thoroughly cover the con- 
centrated city markets. Today war work and war money 
are swelling city sales. Circulation is up by a fat forty per 
cent. Today Transitads are the super “buy” among media. 


Sg ag UP Om TRANSITADS 4. 


CHICAGO~-400 N. MICHIGAN AVENUE 


NEW YORK-366 MADISON AVENUE 


Offices in 23 Principal Cities 
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Black, vice-president. “A limitation 


ny : r ie ' 
Life and Time |policy will be announced within a 


few days. This will, of course, in- 
s . |clude a limitation of advertising. 

to Sef limit on | “If we receive more advertising 

|}us to carry, we will consider past 

| performances in Life and all other 

factors. Final determination of war- 

New York, Nov. 11.—Coincidental | lications depends on government 

with the announcement that adver- | decision on paper curtailment, but 

effective Sept. 13, 1943, Time, Inc.,| Time and Fortune will be an- 
revealed today that a new policy| nounced shortly.” 

will be instituted aiming at limita- The new schedule for Life calls 

magazines. $10,000, and a_ proportionate in- 

“We believe that the current| crease in other rates. The circula- 

issues of Life are too large for this|tion guarantee will be 3,600,000 


for Life than our plan will allow 
Si f | 

time policies for all Time, Inc., pub- 
tising rates for Life will be raised| interim policies for Life and also 
tion of the size of all the company’s | for a black and white page rate of 
period of the war,” said Howard) copies. Currently circulation is run- 


ning above 4,000,000. In addition to 
existing 13 and 26-insertion con- 
tinuity discounts, there will be a 
39-time discount of 10%, while the 
52-time discount will be increased 
to 12%. 

Although the maximum issue size 
has not yet been formulated, it was 
hinted today that the current issue 
of 164 pages is regarded as being 
too big, and the limitation will 
probably be set beneath this figure. 

It was also revealed that the 
over-all size of Fortune is due for 
a cut. 

Joins Four A’s 

Logan & Arnold, Inc., Los An- 
geles, has been elected to member- 
ship in the American Association of 
Advertising Agencies. 


Star’ Adopts Reader 


Frequency Discounts 

The Kansas City Star has an- 
nounced a new practice in selling 
“spot announcements’”—reading no- 


tices at the bottom of the news- | 


paper’s pages. 


Although many newspapers have | 


sold reading notices, it is believed 
that the Star’s action in establish- 
ing a frequency discount 


300-time rate) sets a precedent. 


Seeds Advances Guedel 

Johnny Guedel, radio producer in 
the Hollywood office of Russel M. 
Seeds Company, has been made a 
vice-president of the agency. He 
formerly was associated with Dan 
B. Miner Company, Los Angeles. 


(which | 
scales down to $8 per day for the | 


In Daily Circulation 
T in Sunday Circulation 
In General Advertising Gains 
In Total Advertising 


BECAUSE 
IT'S 


REPRESENTED NATIONALLY BY 


PORTLAND, 


OREGON IN THE 


OREGONIAN 


ST MARKET 


IN AREA-WIDE INFLUENCE ! 


PAUL BLOCK AND ASSOCIATES 


Up for Scrutiny 
at 4A’s Meeting 


New York, Nov. 12.—The part ad- 
vertising is playing in the war ef- 
fort and extension of this participa- 
tion will be discussion highlights at 
the eastern annual meeting of the 
American Association of Advertis 
|}ing Agencies here Nov. 17 at th: 
| Hotel Roosevelt. 

Top government and business au 
thorities who will examine th: 
|problems confronting the industr 

|include Chester LaRoche, chairma: 
of the Advertising Council; Dr. Mil 
\ler McClintock, executive directo: 
Frank E. Tripp, general manage) 
|Gannett Newspapers; and Paul Ho! 

| lister, vice-president, Columb ji 

| Broadcasting System. 

| The afternoon session is ope: 
| only to Four A members, but non 
members may attend the evening 
meeting, during which the ain 

and policies of the Advertisin 

| Council will be presented. 

Consumer views on wartime ad 
vertising, how radio is meeting wa 
conditions, “the job ahead for ad 
vertising as seen by the govern 
ment,’”’ and problems facing adver 
tising under a wartime econom) 
will be covered in the course of th: 
meeting. 


Asks for Binoculars 

Under the headline “Eyes for th: 
Navy—Send Your Binoculars t 
War,” McCormick Steamship Com 
pany, San Francisco, used the front 
cover of the Nov. 2 Pacific Shipper 
San Francisco, to support current 
efforts to obtain instruments for the 
Navy. The advertisement also ha 
been scheduled to run in Wester 
Transportation. 


Lawlor Joins WHEB 

Boyd Lawlor, formerly sales man 
ager of Station WTCM, Traverse 
City, Mich., has joined WHEB, 
Portsmouth, N. H., as sales man 
ager. 


BALTIMORE'S BLUE 
NETWORK 


George H. Roeder, Gen. 
_ SPOT SALES, INC. 
New York - Chicago - San 
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| of the greatly increased traffic upon 
| which other departments and prod- 
|ucts may draw for sales. The an-| 


Hard-Hitting C 
ard-nitting Copy 
8 }nouncement of a new Castle home 
Builds Sales for movie is just as much an event in 
|the lives of these distributors and 


the hundreds of thousands of home 
: movie fans as the appearance of a 
as e ome | ms | Hollywood opus intended for the- 
| atrical distribution. 
Close Contact with 


The interesting thing about the 
|development of Castle Films in the | 
Distributors Helps 
Increase Business 


home field is the factor of accelera- 
|tion supplied by advertising. The | 
business grew steadily, but not at a} 
great rate, the first few years. Then} 
(Picture on Page 47) /two years ago the company decided 

New York, Nov. 12.—Eugene Win-| to advertise. The business has 
ston Castle, head of Castle Films, is| doubled every year since, and the 
one of the fabulous figures of the | 1942 advertising appropriation has) 


non-theatrical film industry, and his| Mounted to approximately $200,000. | 
fame and for- 


remarkable rise to 


The advertising program has been 
given the same spectacular mer- 
chandising which Castle Films 
applies to its products, and distrib- 
utors are never permitted to doubt 
that they are getting support which 
will make their stocks of Castle 
home movies extremely saleable 
merchandise. A _ current booklet 
presents the fall campaign in 
typical Castle style, with the state- 
ment, “Castle Films supports your 
fall sales with the biggest advertis- 
ing campaign in the history of home 
movies.” 

The copy is appearing in The 
American Weekly, Collier’s, Educa- 
tional Screen, Esquire, Home 
Movies, Life, Movie Makers, Popu- 
lar Photography and other maga- 
zines with an aggregate circulation 
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of 25,000,000. Full pages and half- 
pages, many in two colors, blazon 
the exciting news of such Castle 
Films releases as “Fight for Egypt,” 
“Midway and Coral Sea Battles,” 
“African Pygmy Thrills,” and a top- 
notch entertainment feature, “Here 
Comes the Circus.” All advertise- 
ments carry coupons, which offer 
literature and refer the inquirer to 
local dealers, or in some cases pro- 
vide direct sales to home movie 
ee __ | business, selling the films later t 
As indicated by many of the titles| fang who have taken a fancy t 
quoted, Castle Films is in the war | jndividual releases. 
in a big way, and is not only sup-| Eugene Castle, who edits all « 
plying war films for home projec-|the Castle Films productions, pur 
tion, but is working with govern-| chasing raw film from many source 
ment agencies in the distribution of | and filming other subjects with h 
both war and entertainment films to| own cameramen, releases about 2 


training camps and other groups of 
key importance at this time. 

Home movies are supplied in both 
8 mm. and 16 mm. films, and some 
of the 16 mm. pictures are supplied 
with sound. Condensed 8 mm. films 
are sold at $1.75, with full length 
films available in this size at $5.50 
while 16 mm. pictures carry retai 
prices of $2.75 for the condensed 
version, $8.75 for full-length and 
$17.50 with sound. Many dealer 
have developed a profitable renta 


tune may be at- 
tributed not only 
to the fact that 
he is promotion- 
minded, but also 
to his unique 
ability to hook 
the film business 
to effective dis- 
tribution. 

This story is 
about the five- 
year development 
of Castle Films 
in the home Eugene W. Castle 
movie field, in 
which, through the aid of aggressive 
advertising and nationwide distri- 
bution, the company has been able 
to build a volume reported to be in 
excess of $1,000,000 a year. And 
the acceleration of that volume) 
through the use of hard-hitting, 
continuous advertising is not the 
least part of the story. 

Castle Films and its related com- 
panies have been in the field for 20 
years, but until 1937 their efforts 
were concentrated in the educa- 
tional and advertising film business. 
Then, in order to iron out some of 
the peaks and valleys incident to 
this type of business, Eugene Castle 
decided to enter the home movie 
field, supplying films which dis- 
tributors could rent or sell. 


Fanfare Spurs Sales 


The field was not particularly 
promising, since Eastman Kodak’s 
film library catalog had been in the 
hands of photographic supply deal- 
ers for some time, and according to 
trade gossip had not built a suffi- 
cient volume to make the depart- 
ment anywhere near self-support- 
ing. Castle Films adopted the 
entirely different tack of releasing 
individual films for distribution 
with the same fanfare which accom- 
panies the supercolossals of the 
theatrieal world, thus giving dis- 
tributors specialties instead of 
staples to sell, and likewise provid- 
ing advertising copy with news 
punch which created immediate 
demand. 

The result has been to bring peo- 
ple into the stores of 2,800 retail 
dealers in sufficient numbers to 
make Castle home movies a profit- 
able item both directly and because 


We have shown more than 
one buyer how to save im- 
portant money on long run 
printing jobs. 

Perhaps it has never occurred 
to you to consider Newscolor 
(full color printing on news 
stock) for jobs involving sev- 
eral hundred thousand copies. 


Name your field and we'll 
gladly send suitable samples— 
and prices. ° 


SHOPPING NEWS 


Newsertor “Didision CLEVELAN! 
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new titles each year in the home| advertising films. For example, one | tailed. His own company is serving 
movie field. He predicts that after|of its biggest current successes is| OWI, U. S. Office of Education and m 
the war sound movies for home pro-|the distribution of the famous | other war agencies both in the pro- The Diary of an Ad Man 
jection will dominate the field. Chesterfield full-length movie, “To- | duction and distribution of films This diary embraces the observations and reflections of 
‘In addition to the home movie bacco Land,” produced by the | Which are promoting the war effort. one of America’s most prominent and wid ile bee “ny d 
field,” he pointed out to ADVERTISING | March of Time, and distributed for| Gene Castle is a two-fisted Irish- vertising men. It is presented in heoaueumaie Aas sasbie. 
Ace, “the church, school and insti-|the past year or more by a Castle | ™an who insists that he has insulted exactly as written, without benefit of “editorial direction” 
tutional field is so important that it| field force of 250 men. The film is|™ost of the people in the business, en : ont yar 


of any kind. The author is glad to receive comme? 
is almost a misnomer to call this! surrounded by a Castle entertain- | but on the theory that no picture cannot answer letters sant a he may find it pacsonic ee 
business a home movie service.| ment film program, so that in effect|iS any good unless it has an audi- to do so through the column 
These groups are keenly interested | it is a sponsored show. Millions of | €MCe, he has made himself the . ; 
in ill types of educational, war and men in training camps as well as greatest authority in the country on on r : Harried all day by eternal springs the hope that this 
entertainment films, and the mar-| civilian groups have seen “Tobacco non-theatrical film distribution. wicntog EE “oe the a op of mechanism will furnish all 
o . . 99 : ee a a | Imposed salary limitation orders, the answers. But it never does. Use- 
ket for sound films of a non-theatri- Land. ; ; a And in his igen at least, that 5 an- | [wo important radio contracts about ful as such work is in telling us what 
cal type is growing very rapidly| The war situation has eliminated | other way to spell SUCCESS. to be signed are completely up in the people are doing, there still remains 
he a” |most movies of an advertising or —_— alg ge Si ge oy a to oo = eo — pe they do it, and 
° : ° | . oO ‘ erpre le orders 1 g - ww =r st » oO rs , 
] icidentally, the successful distri- | promotional character, but Mr. Cas- Two Name More & Co. cation to them. in ont tees rg cee eatin ee ol poe We 
bution which has made Castle Films tle believes that since most produc- C. Church More & Co.. Los An- a tempting offer from another agency answers, 
so outstanding in the home movie ers in this field are occupied largely | gejes, has been appointed to direct = eee or fhe can ever corn, : _ 
° . . : : . 7“) 3 . as muc ‘re, § ‘an’ é November 6. The » frie ange- 
field has been a key factor in the| with war films at this time, their | advertising for S. C. Carter, Inc., Eb semen ese a Mcrege po he ae don Mitchell, the pote hia iy hone 
velopment of educational and/ activities will not be seriously cur-|and A. R. Maas Chemical Company. ments among other staff people. The Yeung man he took one of his plays 
Lord knows I am in no mood to vote t? Mrs. Fiske, the leading actress of 
tomorrow for a continuance of such her day Having sweated over its 
administrative ineptitude writing for a year or more he was 
appalled to have her say: “Now, Mr. 
November 3. Lunched with a friend Mitchell, this is all right except the 
whose firm, greatly expanded with ‘ird act. Run around the corner 


war work, now has forty thousand ‘° ‘he saloon and fix that up, and 
employes. The appalling problem C@™me back in a couple of hours.” 
they will face in keeping these people [ving to do it, he did; and the play 
employed in the postwar period now was a great success. Writers who 
begins to worry them. The fact that demand the perfect surroundings are 
such firms are showing a sense of Kidding themselves. I have always 
social responsibility for this problem been glad myself that, in my first 
is one of the most hopeful signs I copywriting job, T had to work in 
see, Advertising men who wonder ® large open room, with all the con- 
what contribution they are making 'S!0n of a general office around me. 
to the war effort itself, might well 


look to this collateral problem for Wow mber 7. Brought in a box of 
their answer. my Golden Delicious apples from the 


farm and sampled them among vari- 


, 1" . ous friends. The first crisp bite, anc 
November 4. The defeat of Sena- the juice running down the eo 


e e 
tor Norris reminds me of a day I them. The real Pac Be Big wnel = 
ar in verson 1S ne O lunched with him in the Senate res- fellows can make to farming ts in 
taurant, and heard him say: “All I insisting on high pl es yg 
hope for is to serve long enough to ards practices and controls te ; 
see the money taken away from the quee a quality product ¥ fi a yo 
men who have too much, and dis- farmers She thaws the tela : he 
tributed to my people.” This sincere facturing ‘ew int , . a , nee 
our est | istomers old man, too, failed to grasp that elients , 7 _ _ 
wealth is a flow, and not a fund 
Like so many New Dealers he November 8. At 
wanted to treat it as a fixed fund Africa 
to be divided up In the attempts to that We 


last, from North 
comes news which indicates 
© + eye . . do so he discouraged the flow and all this cae tae pelle caeke alee 

It takes money to maintam families like this the spreading Diesings thereof." than ‘even the’ eeypaurn veteran A 
one of our greatest advertisers used 

November 5. Watching an adver to say: A weak policy strongly pur- 
tiser sit on the edge of his chair as sued Is better than no policy at all 


-and Heart Region farmers have the money tie remus of almarket survey were or than strong Dolley weak bu 


realized how sued. 


4 } 
| ; , B&BNames McCollum | Simon Joins Kaiser 
« TIS almost axtomatic that Heart Region farmers are prosperous. This year | H. C. McCollum Jr., formerly| John Simon, formerly with Bots- 
7 their income will top 8 billion dollars—and a great part of that 8 billion head of media research, has been | ford-Constantine & Gardner, Port- 
i: / ‘ . . ' dna appointed space buyer at Benton & | land, Ore., has been appointed pub- 
| will be spent to maintain fine, big families and the modern, permanent farm- Bowles, Inc., New York, replacing | lic. relations director for Oregon 
~ teads in which they dwell. A great part of it will be spent to buy the goods which Bronson Tweedy, who is now an| Shipbuilding Company, Kaiser 
~ 4 steads \ - Ag p Pp y the g ensign in the Navy. | Swan Island, and Kaiser Vancouver 
y Successful Farming's advertisers have to sell! Solar N —_—_—_—— | plants. 
rm ar Names Tyson 2. 
_ There are many reasons why Successful Farming’s advertisers will get so O. S. Tyson & Co., New York, has McCarty Gets Account 
¢ s ‘ ; é been appointed to handle advertis- | McCarty Company, Los Angeles, 
: large a share of the business of these farmers who live in the 13 fabulously ing for Solar Mfg. Corporation,| has been appointed to handle ad- 
3 : Mississj ‘Valley S k he H P Bayonne, N. J., manufacturer of | vertising for Pacific Lumber Com- 
rich Upper Mississippi Valley States known as the Heart Region. electrical capacitors. | pany, San Francisco. 
Successful Farming concentrates its 1,200,000 circulation in this richest 
area—an unequalled Heart Region farm coverage. Furthermore, Successful iia” 
Farming is preferred as an informative magazine and buying guide because it 4a " 
is devoted sole/y to the business of farming and farm living. It is an smstitution o 


with Heart Region farmers—a part of their very lives. These prosperous farm 
people have depended upon Successful Farming for more than 40 years. Their | 
trust and respect for this farm magazine have ripened into real affection. | 
Naturally, advertisers in Successful Farming have an advantage. | 


Today's business and tomorrow’s business in the Heart Region—richest 


\ 
’ "i ° 
agricultural area in the world—will be generously bestowed upon Successful Worcester 5 nN this 
Farming advertisers. Join the many leading advertisers who have used Suc- thing too ce Adolt? 


cessful Farming so successfully that it is now their exclusive farm magazine. 
Meredith Publishing Company, Des Moines, lowa. 


By the time you check a hundred 
| different war time products pouring out 
| of its 500 industries you will recognize 

the New England area as a huge Vic- 
tory Arsenal — making parts and equip- 
ment for every division of our war 


The arm Families ; 

jest z machine. 

in th Farm Region Buying power is a match for this 

; ; mo F ; boom activity of industry, too. Industrial 

PRX are y Customers, payroll runs 32% ahead of last year. 

' r Prefe é But. you lose radio coverage the 

> and the Ti minute you leave out WTAG, the only 
yo al station with twice the regular audience 

of all other stations heard in the area. 


£ * SUCCESSFUL 


Bat ane 


FARMING 


NBC BASIC RED NETWORK a 
EDWARD PETRY & COMPANY 
NATIONAL REPRESENTATIVE 


Owned and operated by The Worcester Telegram-Gazette 
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Voice of the Advertiser 


This department is a reader’s forum. 


BANK AIDS DRIVE 


Michigan Bank Copy 
Promotes War Drive 

To the Editor: I am writing at 
the suggestion of Edward J. Frey, 
vice - president, Union Bank of 
Michigan, with whom we have been 
developing what we consider a very 
original and unusual project for 
public relations and advertising. 

This program for the Union Bank 
is based on a series of posters dis- 


tributed to war production plants 
in the western Michigan territory 
served by the Union Bank. These 


posters are all being originally de- 
veloped for the bank, dramatizing 
war equipment produced in whole 
or in part by manufacturers in this 
territory. The posters have further 
been developed to emphasize the 
importance of individual effort on 
the part of the individual worker 
for the speeding and maintenance of 
war production. | 

The Union Bank has developed | 
this service in order to play a more | 
important and direct part in war 
production activities augmenting | 
the part that they, as well as other 
banks, are playing in war bond 
drives, scrap collections, and similar | 
programs. 

Attached to this letter we are 
sending a copy of the first poster | 
and copy of the first newspaper ad- | 
vertisement in the series featuring 
the poster. The posters themselves 
contain no advertisement for the 
Union Bank but are identified by 
a small copyright notation in the 
lower right-hand corner. | 

For several years the advertising | 
emphasis of the Union Bank has 
been on personal loans, and it is felt 
that in addition to serving the 
broader aspect of their wartime 
purpose that these posters as seen | 
in the war plants by thousands of 
war plant employes will act as a di- 
rect reminder for the bank — par-| 
ticularly when reproductions of| 
posters appear in the bank’s news- 


Another very practical aspect of | 
the program is the fact that the in-| 


itiation and follow-through of this 


program enables the Union Bank) 
through a series of personally-writ- | 


ten letters over the signature of 
Mr. Frey to contact important ex- 
ecutives of all of the various indus- 
trial organizations in this territory, 
thus paving the way for the de- 
velopment of further relations. 

The first letter with accompany- 
ing first poster was sent out Oct. 5 
to a list of 254 firms. To date, re- 
plies— many of them enthusiastic 
letters of commendation—have been 


received from 93 firms, who have | 


requested a total of 352 posters. 
This is a response to the first mail- 
ing during the first week better than 
35 per cent, which is in itself, as 
you know, a response well above 
average. 
OLIVER A. WALLACE, 
Wallace-Lindeman, Inc., Grand 
Rapids, Mich. 


oe ow 


Something New? 

To the Editor: No doubt your 
readers have seen many advertise- 
ments depicting “drop seat” gar- 
ments for little girls—but did they 
ever see an illustration of that sort 
for big girls? 

If not, here it is—from the New 
York World-Telegram. 

ALLEN GLASSER, 
New York. 
v YF v 


Blue, White and Red 

To the Editor: Some one should 
tell these guys—Hart, Schaffner & 
Marx, White Motor Company, and 
International Harvester Company— 
that the Flag Code reads, “The blue 
color in bunting should invariably 


| Only bank mention is 


| be at the 


. . . | 
Furthermore, beginning early in| 


December when the third in the| 
series has been issued and the plan 
thoroughly established, it is planned 
to use 24-sheet posters extensively. 
In this way, the newspaper and out- 
door advertising will make the post- 
ers in the plants a very definite tie- 
in and reminder advertisement for 
the Union Bank. 


| 


| 
| 


| 
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DP 
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THEY NEED WHAT YOU MAKE 


Union Bank of Michigan is promoting 
the war production effort with this pos- | 
ter, which also is to be featured in | 
newspaper and outdoor advertising. 
the extremely 
small credit line at the lower right. 


top. The correct order | 
of colors is blue, white, red.” 

See the advertisements of the 
above companies in the Oct. 31 issue 
of The Saturday Evening Post. 

OSCAR PAYNE, 

Watts, Payne — Advertising, 

Tulsa, Okla. 


7. = = 


Zenith Managers 
Take Up Photography 


To the Editor: We have received 
a number of inquiries from people 
on our exchange list for the “Radi- | 
organ,” which is our dealer news| 
letter, asking us how we managed | 


photographs of distributors, dealers, 
personnel, etc., in their stores, at 
their desks, and while engaged in 
various activities. 

The answer is an_ extremely 
simple one, and the method can be 
followed by house organ editors 


DROP SEATS 


Ask one of the expert filters in 
your fovorite store for the style 
designed for your figure . . . Ponty 
Combinations, Girdies—$5.95 to $10. 


Here's smort, flexible corseting 
for you who ore busy ‘round-the- 
clock with home, wor ond social 
duties Yours for comtor!, conven- 
tence ond complete oction-treedom! 


Something new has been added to un- 

dergarments for the “big girls,’ accord- 

ing to Allen Glasser, who sent this copy 
in. 


were thinking in terms of high- 
|price news cameras. Finally, we 
| gave up that idea, not only because 


paper advertising | to get the informal and timely little | 


| 
| 


Letters are welcome. 


with little cost. The idea was de- 
veloped by N. H. Terwilliger, our 
sales promotion manager, who is 
really ‘city editor” of the “Radi- 
organ.” 

We knew in the beginning that 
getting suitable photographs of an 
intimate character is the most dif- 
ficult job any editor can undertake. 
So we equipped our divisional man- 
agers with little Flash Brownies and 
asked them to charge their film, 
flash bulb and development expense 
to their regular expense accounts. 
As a result, we receive a constant 


flow of pictures. Our divisional 
managers have become reporters 
and photographers, among other 


things. They take snapshots on any | 
and all occasions. 

The cost of the Flash Brownie | 
equipment is about $7 for the initial | 
outlay, which of course makes the 
investment factor negligible. The 
camera is simple to operate. | 

When we first discussed equip- 


| ping our salesmen with cameras, we | 


TURNABOUT 


and need expert operation in order 


to get good results. 


Our present method is working 


perhaps the information in this 


out very well, and because of the 
|/number of inquiries received, I 


felt 
let- 


ter might be of more widespre 
use if passed on to your reads 


You will be interested in the 
that I thought so well of the 
that I couldn’t help writing 


/who might be having similar pro)- 
| lems. 


fact 
idea 


| Eastman Kodak Company abou 


i 
g 
, 
£ 
‘ 
i 


THE OTTO GERDAU co 
tr a 


Decidedly unusual is this New Yor 

newspaper advertisement bought and 

paid for by an insurance agent's client 

to tell what wonderful service the agent 
supplies. 


of the cost involved, but because 


the news cameras are fairly bulky 


from them in which they say t! 
|are incorporating the idea in s 


€ 
it 
and am today in receipt of a letter 
V 
€ 
of their own promotional mater | 


The idea certainly offers ther 
sales opportunity in a field w 
they probably have not touchec 


'to the present time. 


Epcar G. HERRMANN, 
Sales Manager, Zenith Rad 
Corporation, Chicago. 


Art Annual Published 


} 


1 up ¢ 


The 21st Art Directors Annual, 


published by the New York Art 
rectors Club, in addition to ad 
tising art and advertising de: 
this year features a new sectior 
magazine art. The book cont 
more than 300 subjects show: 
the club’s annual exhibition, 
cently held in 
Museum of Art, New York. 


ver 
sign 
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the Metropolitan 


|First with the News! First in circulation! 


FOOD 


The most important item 
in America today! 


NEVER IN THE HISTORY OF THE FOOD PACKING 


Special Notice! 


e 
Three important is- 
sues coming up cov- 
ering annual meet- 
ings to be held in 
December and Janu- 
ary. 

« 

DEC, Sth ISSUE 
Devoted to the can- 
ners meeting — week 
of Dee. Mth. 

es 

JAN, 9th ISSUE 
Prelude to the brok- 
ers, pickle packers, 
distributors, and 
chain store meetings 

week of Jan. 24th. 

. 

FEB. 13th ISSUE 
Review and Forecast 
Number. 


She 
CANINER 


140 N. Dearborn Street 


INDUSTRY HAS 
TENTION BEEN FOCUSED ON 


THE SPOTLIGHT 


OF PUBLIC AT- 
FOOD—AS IT IS NOW! 


This year, the canning and food packing industry will show 


about a 20°% increase over 1941. 


This increase is remark- 


able as 1941 (a banner year) had more than a 25% increase 


over 1940, 


Food packers are ready to buy MORE and MORE equip- 


ment and supplies to keep pace with this top production. 


They are among the favored few who have a very high 


priority rating. 


These same Food Packers (canners, dehydrators, preservers 


and freezers) are also SELLING over 10 Billion containers 


of branded food annually to Mr. 


is exclusive of military and lease lend needs. 
continuous advertising effort on their part. 


This 


This means 


and Mrs. America. 


Publishers and 


radio stations will be smart to start schedules now in THE 
CANNER for their share of this big advertising dollar. 


Your advertising in THE CANNER will reach over 
of all the food packers rated over $10,000, going to 


firms as Campbell Soup, Heinz, 


Libby, Calpak, Minnesota Valley, ete. 


90% 
such 
Snider, Stokely, Gerber, 
THE CANNER is 


the only national ABC paper covering this important mar- 


ket. 


this field for almost fifty years 


Here is a weekly publication that has been active in 
having the highest reader 
interest among important canne 


rs. 


Plan NOW to be represented. Write to 
THE CANNER PUBLISHING CO. 


Chicago, Illinois 


| First in total advertising! First in results 
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ADVERTISING AGE 


OPA Doesn't Know 
Catalog Problems, 
Ward Brief Says 


Chicago, Nov. 11.—Counsel for 
Montgomery Ward & Co. yesterday 
filed a motion for dismissal of the 
OPA petition seeking a temporary 


injunction to restrain the company | 


from violating price ceilings on 
catalog-listed items. The motion, 
filed in federal court here, asserted 
that OPA’s charges were not 
grounded in fact, and that the gov- 
ernment agency did not understand 


| brief states. 


mation department, the catalog had| the prices on the 30,000 items in | 
to be sent to the printer as early as| the catalog had to be estimated in 
May 13. This early date for the| advance, because actual costs were 
fall-and-winter edition was dic-|not known, and that more prices | 
tated by the problems of producing | have proved too low than too high. 
some 6,000,000 copies. Because the | Adjustments have been made in all 
OPA had not issued a full list of |cases where catalog prices were 
ceiling prices at the time, the cata-| above the ceilings, except where 
log—as a precaution against ceiling| the difference involved less than | 
price evasion—stated that any over- | 2% of cost, it was said. 
charges were automatically void. | Wiest Abeosbet Conte 

A regular record of refunds made 
to correct discrepancies has been | The officials indicated that adjust- | 
maintained by the company, the| ments were not made in the latter 
category because of the relatively | 

The OPA’s injunction asserts that! high clerical cost of making these 
prices on 156 items in the catalog! small adjustments. The company, | 


the procedure of publishing a mail| range from 2 to 85 cents above ceil-| it was reported, absorbed the loss 


order catalog. 
According to L. A. Bochte, man- 
ager of Ward’s merchandise infor- 


|ing prices filed by Ward with the | in all instances where estimated | re 


board. | catalog prices proved to be too low 


the merchandise. 

The company has made no answer 
as yet to an order by the War Labor 
Board last Saturday directing in- 
clusion of maintenance of member- 
ship clauses in a Ward contract 
with a CIO union of Chicago em- 
ployes. 


Cox Goes to Minneapolis 


Ray Cox, formerly with Ambro 
Advertising Agency, Cedar Rapids, 
Ia., has joined the sales promotion 
department of the Minneapolis Star 
Journal and Tribune. 


Don Harway Moves 

Don Harway, western publishers’ 
presentative, has moved to 816 W. 
Fifth St., Los Angeles, and has 
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Standard Oil Lists 
Advertising Shifts 


Standard Oil Company of Ne», 


Jersey has appointed Vernon 
Carrier as assistant to the manag 
in charge of administration a, 
| distribution. 

Robert M. Gray has been nam 
/assistant to the manager in char 
‘of creative work, production a 
|media; and Barry F. Meglaugh! 
| was placed in charge of “The E 
| Marketer,” “The Esso Dealer,” ; 
|“Esso Oilways,” as well as all sa 
| department publicity. E. F. Phill 
| will edit “The Marketer” and “7 
Dealer.” Donald J. O’Brien will 
rect commercials, time and ; 
gramming of the Esso Repo: 
radio program. 


T@e@anuunmorsanon 


Ward officials said that many of} with relation to the actual cost of | closed his San Francisco office. 


+ 


ia 


Smart Advertisers have found a 


Near misses don’t count in radio. National 
and local advertisers are learning that. In 
Maryland they've discovered that WFBR 
covers the vital Baltimore market as effec- 
tively as some of the recently introduced 
Allied “Block Busting’’ Bombs. You hit the 
target you aim at! 

And when you hit the 6th largest city in 
the country, with WFBR’s concentrated force, 
something happens to sales. 

WFBR doesn't try to cover Virginia, Penn- 
sylvania, New Jersey, Delaware or West Vir- 


en | | 


NATIONAL 


REPRESENTATIVE: 


BOMB SIGHT TO HIT BALTIMORE! 


ginia. Our job is Baltimore. We use the 
electrical power that does just that. WFBR 
believes that those scattered states have radio 
stations right in their own backyards with 


their own loyal listeners. 


In Baltimore ... it all adds up to this: In 
Baltimore ... WFBR gives a magnificently 
clear signal DAY and NIGHT. Baltimore 
people enjoy the station. Advertisers save 
money by buying coverage .. . and not just 
power that’s costlier and too often wasteful. 


BALTIMORE 


JOHN BLAIR & CO. 


Appoints Agency 

O’Dea, Sheldon & Canaday, | 
New York, has been named age: cy 
for Consolidation Coal Compa .y, 
New York. Plans are under way 
for the promotion of a new sto <er 
coal in key markets. Newspapers, 
direct mail and business papers \i|] 


be used. 
Beadell to McGillvra 
Walter Beadell, who forme: ly 


handled sales and promotion (or 
Station WAAF, Chicago, has joined 
the sales staff of Joseph Hers! ey 
McGillvra, Chicago. 


Latest Crossley Report Puts 

March of Time Among Radio’s 

Headliners With Quadrupled 
Audience since June! 


MAGINE a news show rocketing 
up into radio’s famous first 
division in the Crossley popu- 
larity poll along with such names 


as Bob Hope, Jack Benny, | CC 
Charley McCarthy, and Fibber | FA 
McGee! | TI 
Imagine a news show up there CC 
with the star entertainers—and | 
no sugar-coating of quizzes, com W) 
ics, crooners, or swing bands! rer 
It must be quits a news shov TI 
to rate a Crossley of 17.5 -t TI 
quadruple its audience in fou 
short months against the sun 
mer trend. And it’s all of that 
and a great public service as we) | W) 
—as you already know if you « Is 
listening in Thursday evenings + 
I'] 
We 
I'l 


The 


MARCH OF 
TIME 


Sponsored by the editors of TIME «1d 
beamed to 23,000,000 radios 


The NBC Network 
Thurs. 10:30 P.M.,EW > 
Rebroadcast by short wave © °° 


week to Europe, Asia, Australia. 
Latin America 
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‘QUIET TALKS WITH GOD 


THE NEWSPAPER COLUMN WHICH IS DESIGNED TO DISCLOSE TO THE AMERICAN 
PEOPLE, THE INVISIBLE POWER OF ALMIGHTY GOD, SHOWING THEM IN ADDITION 
HOW THIS POWER MAY BE USED TO BRING THE SPEEDY DEFEAT OF THE AXIS. 


DR. FRANK B. ROBINSON, MOSCOW, IDAHO 


I RECENTLY TOOK A RATHER LONG TRIP THROUGH THE EAST, AND THEN WENT DOWN TO PENSACOLA, FLORIDA WHERE I SPENT A 
COUPLE OF DAYS WITH MY NINETEEN-YEAR-OLD SON ALFRED, WHO IS A FLYING CADET IN THE U.S. NAVY. YOU CAN IMAGINE MY SATIS- 
FACTION WHEN, ON MY RETURN TO MOSCOW, I FOUND NOT SCORES, BUT HUNDREDS OF LETTERS ASKING FOR MORE INFORMATION ABOUT 
THE “QUIET TALKS WITH GOD” NEWSPAPER COLUMN. BETTER THAN ALL, THERE WAS A VERY HEAVY SPRINKLING OF ORDERS FOR THE 
COLUMN, AND THIS MADE ME HAPPY. AS SOON AS I HAVE A DAY OR SO REST, I SHALL ANSWER EVERY ONE OF THOSE LETTERS. 

| I UNDERSTAND PERFECTLY THIS RESPONSE TO MY ADVERTISEMENTS INO THE TRADE JOURNALS, THERE IS NO MYSTERY ABOUT IT 
WHATSOEVER. NOR IS THERE ANY MYSTERY ABOUT WHAT THIS COLUMN WILL DO... TT WILL REVEAL THE POWER OF THE SPIRIT OF 
GOD TO EVERY READER WHO DESIRES TO KNOW WHAT THAT POWER IS, AND HOW TO USE IT.) EVERY SANE NEWSPAPERMAN KNOWS 
THAT THERE MUST EXIST SOMEWHERE, A SPIRITUAL FORCE OR POWER WHICH CAN BRING THE THREE MAD WORLD-MARAUDERS TO 
THEIR KNEES. SUCH A POWER DOES EXIST, AND IT IS THE POWER OF GOD. 
* e « 

OUR APPROACH TO GOD IS ENTIRELY DIFFERENT FROM ANY APPROACH OFFERED BY TITLE MANY RELIGIONS OF THE PRESENT DAY. 
Wh HAVE NO “PRAYER”. WE HAVE NO “CREEDS” TO BELIEVE IN. WE JUST SIMPLY KNOW THE INVISIBLE POWER OF ALMIGHTY GOD EX 
IStS HERE AND NOW, FREE FOR ALL, AND WE KNOW HOW THAT POWER MAY BE DISCOVERED AND USED BY THE VAST MAJORITY OF 
AMERICANS. WE DON’T LIKE TO BE PESSIMISTIC, BUT IT MAY TAKE THIS POWER IN FULL FORCE, BEFORE THE JAP, THE HUN, AND THE 
ITALIAN ARE DEFEATED. AND SO, KNOWING WHAT THE POWER OF GOD IS, AND HOW TT OPERATES, WE JUST SIMPLY TELL MEN AND 
WOMEN, IN PLAIN UNDERSTANDABLE LANGUAGE, HOW THEY MAY THROW THE POWER OF GOD AGAINST THE INFERIOR FORCE OF EVIL, 
ITs AS SIMPLE AS THAT. 


YOUR NEWSPAPER SHOULD BE CARRYING THIS 
MESSAGE TO THE AMERICAN PEOPLE. THEY WANT IT. 


NO THOUGHT OF FINANCIAL REWARD TO US ENTERS INTO THE RELEASE OF THIS COLUMN, ALL WE WANT IS THAT THE AMERICAN 
PEOPLE LEARN, AT LONG LAST, HOW THE ACTUAL AND LITERAL POWER OF GOD MAY BE USED BY THEM HERE AND NOW. AMERICANS 
CAN OVERTHROW THE AXIS BY THE USE OF THE POWER OF GOD. THIS IS A VERY REVOLUTIONARY SPIRITUAL DISCOVERY, 


For full information, write 


“QUIET TALKS WITH GOD” 


MOSCOW, IDAHO. 
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ADVERTISING AGE 


November 16, 1942 


Advertisers Find Manpower 
Problems Solve Themselves 


Many Turn Functions 


Over to Agencies; 
Curtail Dealer Work 


[Editor's Note: This is the second 
of a series of articles detailing the 
findings of an ADVERTISING AGE 
investigation of the manpower situ- 
ation in the advertising and related 
fields. This investigation, in which 
several hundred advertisers, adver- 
tising agencies and media cooper- 
ated, revealed that advertising and 
related personnel has shrunken con- 
siderably as a result of the war, and | 
may be expected to shrink further. | 
The ADVERTISING AGE study, how-| 
ever, is not designed as a statistical | 


report, but rather as a collection of | 


|to the problem 


| media, 


| branches 


impressions, reactions and solutions 
which may be of 
value to the field as a whole. | 


By S. R. BERNSTEIN 


Chicago, Nov. 12.—The manpower 
problem in the advertising field, as 
revealed in the nationwide survey 
conducted by ADVERTISING AGE, is 
not evenly distributed among all 
factors in the field. Generally 
speaking, advertisers and agencies 
have not yet suffered as severely as 
when skilled and experi- 
enced advertising and merchandis- 
ing personnel is considered. All 
of the advertising field, 
however, are 
situation which holds true through- 
out business and industry. 


experiencing great) 
difficulty with general office help, a | 


| As indicated in the initial article 
in this series (AA, Nov. 9), the 
problem of advertisers has been 
| mitigated considerably thus far by | 
| (1) shifting of duties from adver- | 
'tising department to 
agency; and (2) elimination or cur- 
tailment of such functions as the 
preparation of dealer-help material 
which normally requires manpower 
in the advertising department. 


Women have made the smallest 
inroads in the advertising depart- 
ments of national advertisers, it| 


appears, perhaps because the per- 
sonnel problem has thus far been 
least serious in such departments. 
Personnel in advertising depart- 
ments is shrinking, and will prob- 
ably shrink further, and many nor- 
mal activities have been curtailed, 
but generally speaking, few drastic 
changes have been made in the 
internal operations of advertising 
departments, and most advertising 
managers expect a “return to nor- 
malcy” when the war is ended. 
There is only one exception to 
this pattern: It is generally 


advertising | 


felt | 


that some of the new duties which | 


have been turned over to advertis- 
ing departments as a result of war- 
time conditions—duties such as 
those embraced in plant production 
incentive programs, labor relations 
activities, public relations activities, 
etc.—will continue into the postwar 
period as part of the agenda of 
advertising department operations, 


thus broadening the scope of this) 


department’s activities permanently. 
As indicated in the first article 
in this series, 


basic trends, 
involved, and provide a forum for 
transmitting ideas 
useful to the entire field. 


Sets Up Special Training 


One of the most unusual 
sonnel problems, 
most unusual attempts at solution to 
turn up in the ADVERTISING AGE sur- 


per- 


'vey, was that of a giant mail order 


company, which says: 
“Many of our good advertising 


“. . . subjects considered taboo by 


other hospital publications . . . 


The resignation was ‘front page news’ 
based on the decision of the hospital to appoint a medi- 
cal director who would also be the head of the hospital, 
to whom the superintendent would report. This created 
a controversial issue of major proportions — reported 
fully and frankly in HOSPITAL MANAGEMENT, but 


nowhere else. 


3) 


HIS striking phrase was used by the head of one of 
the greatest hospitals in the United States, in order- 
ing 25 copies of the September issue of Hospital Man- 
agement, which discussed frankly and in great detail the 
recent resignation of the superintendent of the Presby- 
terian Hospital of Chicago. 


because it was 


The enthusiasm of hospital administrators for HOSPITAL 


MANAGEMENT is based on their knowledge that it has 


summarizes what 
ing in the hospital 


primary 
their suppliers. 


importance 


And 


security payroll 


report 
officials on request. 


Ws have just issued a report which 


Hospital Management, through its ex- 
clusive Washington editorial service, has 
brought about changes in legislation of 


the battle against extension of the social 
deduction tax 
might wreck the voluntary hospital sys- 
tem and the group hospital plans which 
are now serving 6,000,000 people. 
is available to advertisers 


has been happen- 
publication field. 


and 


it is now leading 


to hospitals 
which 


This 
and 
subjects 
tions." 


the courage and enterprise to deal with every subject 
which concerns the successful administration of the in- 
stitutions to which 10,000,000 sick and injured patients 
look for medical, surgical and nursing care. And it is this 
type of editorial service that has given HOSPITAL 
MANAGEMENT its sensational circulation and advertis- 
ing gains. 


The trend is to HOSPITAL MANAGEMENT — and the 
trend was started by readers. 
taking note of the fact that the hospitals of America 
respond to a magazine which regularly discusses vital 


Advertisers are merely 


"considered taboo by other hospital publica- 


HospiraL MANAGEMENT 


The only hospital publication which is a member of both the ABC and ABP 


100 FE. OHLO ST. 
CHICAGO 


330 W. 
NEW 


WND ST. 
YORK 


ali 


the purpose of the) 
survey is not so much to present a| 
statistical picture as it is to indicate 
outline the problems | 


which may be| 


and one of the}! 


people, men and women, have gone 
into the services and their departure 
has been felt in practically all of 
our catalog activities. Of course 
we have tried to replace those copy- 
writers, layout, lettering and com- 
mercial artists, typographers, edi- 
tors and others, but to handle ou 
work effectively and efficiently re 

quires a considerable trainin; 
period and we cannot expect muc 

production from any new advertis 

ing person his first season with t} 

company. 

“To shorten the usual traini: 
time we are concentrating our edy 
cational efforts by various metho 
A big university, at our request an} 
with our supervision, is conducti: 
|a seminar of evening classes cove 

ing the many phases of advertisu 
These lectures are open only to « 

| staff. In addition, we have orga 
‘ized groups of our younger peo; « 
| into classes which are supervised 
older men experienced in all pha 
of our operations. Other employ 
work on a part-time basis wh 
they attend university gradua‘ 
| classes which lead to their Maste 

| degree. 

“No concerted effort has been 
made on our replacements to sel« 
;any particular class, sex or aj; 
|group. Women, we have learn¢ 
|are not a 100% solution of the prob- 
|lem. They marry and follow the: 
/husbands in war industries or to be 

near them in their camps. They 
are less stable than men in that 
most of them are not interested 

making a career of advertising and 


if they are approached with th: 
offer of another job that pays 
slightly higher immediate salar 


they haven't the long range view- 
point which tells a man to go slo 
and inquire if that new job w 
continue after the war. 


Sees Benefits Accruing 


“No serious insurmountable difli- 
culty has yet presented itself. For- 
tunately, in a way, the size of ou: 
job has diminished and, so far, ha 
about paralleled the reduction 
our staff. Advertising folk are, a 
a whole, a loyal, hardworking trib: 
and when an emergency arises are 
ready to pitch in with all they” 
got to meet the schedule. 

“Probably every organization 
| likely to grow a little top heavy and 
become somewhat overloaded with 
people when times are normal, 


it is easy to find talent. But these 
wartime conditions call for the 
elimination of waste — especially 


waste of manpower—and it is reall) 
a good thing to be compelled 
strip down to bare essentials. We 
find that, at present, our organiza- 
|tion is more streamlined and can 
move faster. The very necessity of 
conditions has compelled our people 
‘to find shortcuts, to figure ways and 
means of getting out the work 
speedily and economically. 

“The permanent effect on ou 
staff can be, therefore, only one that 
will be beneficial to all concerned, 
|} the company, each member of the 
| advertising staff and the quality of 
work he and she perform.” 

Indicative of the general tone of 
a number of letters from advertisers 


(Advertisement) 


—_ Print Yields 
Finer Plates 


Solves Production 
Problems Arising 
from Color Film 


Our highly perfected techn que 
brings you an art-copy color nt 
that fully reproduces Kodachrome 
on paper. We retain the life Xe, 
rich quality of your film trans: @t- 


ency. We can enlarge, reduc oF 
print same-size. 

This print we call a Chré rt 
You can display it, retouch r- 
brush, paste into artwork. 1s 
magnificent copy for plate-ma.'"g 
Priced from $38. Investigate ‘5 


print! 


PHOTOCHROME LABORATORY 
837 N. Fairfax Holly» 50d 
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who assert that, in general, reduced production has reduced the need for | duties with reduced personnel and 
staffs have coincided fairly well) much of our usual point-of-sale 
with reduced departmental activity,| material.” Mr. 


versmiths says: 
expect to be able to continue that 


Warnock does not 
this comment from E. L. Patton, 


much more acute in the retail field , oa. 
“Besides losing a man we have|is indicated by the following letter 
policy for a reasonable length of} lost a girl who had been with us 
feel that present conditions will| time,” he says, “is because less 
advertising manager of the glass| bring about any permanent change 
division, Pittsburgh Plate Glass 


from George P. Slockbower, adver- 
for quite some time. We 
actual operational effort is required 
in the composition or functions of 
Company: 


are not! tising manager and executive vice- 
adding anybody to our staff; we are| president of L. Bamberger & Co., 
in conducting our present institu-/| just doubling up on work. | Newark, N. J., which is generally 
his department. tional campaign than was formerly typical of retailers’ responses to the 
“The loss of manpower in this Advising that three men have)|required in our regular’ product Dealer Helps Cut ADVERTISING AGE study: 
department has been no inconveni-| been lost from the advertising de- | advertising. “Because of the drastic curtail- 
ence. It is true that the size of the! partment and nine others from the “As far as we are able to visual- 
department has been materially | merchandising service field organi- 
reduced during the last several| zation, with three 
I 


“We have lost practically 35°% of 
our personnel to the armed forces 
and anticipate that 
Our maga-/in excess of 50% 
zine advertising will be continued, | six months. 


but no doubt on a smaller scale. “A great deal of this we have 


ment in the supply of raw material 
ize the future, our present personnel 


we have been compelled to reduce 
additional men problems will not have a permanent 
ynths, but since our advertising 


our advertising effort 
likely to go soon, E. R. Wholihan,| effect on the functions of our de- 
ppropriation has also been reduced, Armour & Co., asserts that so far| partment. When ample supplies of 
we have suffered no hardship.” the advertising department has been | products are again available we will Our dealer helps have been dras- | anticipated as much as a year ago. 
Frank Brodsky, advertising man- | able to reassign all duties among | undoubtedly return to product ad- tically cut. Dealers are not inter-| For instance, in our sign shop we 
acer, Elgin National Watch present members of the staff. Work | vertising as a means of developing ested in dealer helps if they can’t | have finished change-over to women 
formerly handled by merchandising | consumer demand, thereby increas- get all the merchandise they can/| with results that seem to indicate 
service men has been apportioned |ing our activities together with the! sell. In an effort to stay in busi-| they are doing a better job than 
lance in the advertising depart- among regular salesmen. need for additional personnel.” ness they will turn to other things.” | that previously done by young men. 
ment. “The reason we A prominent organization of sil- That the personnel “In our production 


figure running 
within the next 
; Com- 
pany, is another who feels that sup- 
‘ and demand are pretty well in 
I 


can handle all! 
“Today over 80% of our greatly 
expanded facilities are being de- 
voted to the manufacture of preci- 
sion instruments and special timing 
devices for our armed forces,” he 


problem is department 


reports. “There will be fewer and 
fewer Elgins for strictly civilian | 
use. 


As a result we have had to 
curtail a considerable number of | 
our former advertising activities, 
particularly those designed for 
dealer aid, such as window displays, 


You Cannot See Me- 


my 


o explore 

| People oe ee . have changed 
direct mail literature, posters, street | Jam not only jee = pone military stratesy net 
car cards, ete. Jam also indivisible — ' rie possible even agers 

Many Shifted in Company and universal every phase : pac because | am 

, . ai ut you — , n hide tr ‘ 

pot tu tee ety aee| | alone "mre 
have lost several people from this 


ive. 
Without me you cannot |i 
office to other divisions in the com- 


pany. Two of our men have become 
specialists in priorities and _ the 
others have been absorbed into pur- 
chasing. Fortunately, we are able 
to get along with our reduced force 
under prevailing conditions. 

“If we find it advisable 


physic al challenge and 
ty in all history- 


*. greatest 
Lam mans 8 nee 
rge Lam rest OPPOF 
< how — hon thee arth. grea 
mes lareet 


No one know 
yet Lam many © 


mply for 
People know far less about It is not enough s! 


me 
d and water. comprehend 
do of land a e. every’ 
eryorrs, 


My name 's “AIR. 


‘ "to 
“aviators 
me than they 


t 
tio to the numbe 
o ev 
Yet 1 am the same 


he 
denominator 7 . 


« in exact a | 
7 hve ‘a all walks of life, who capt 
of people, 


on 
a comme 
where 


cy Wing 
‘a me. Because \ affect pe fon 
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Many Strike a Balance 


, Almost identical thoughts are 
expressed by M. J. Warnock, direc- 
. tor of advertising and 


promotion, , 
, Armstrong Cork Company, who re- 
; ports that nine men have been — 
lost, and that some women have . 
: been added. “We have rescheduled ; : ’ . a : 
routine and assigned new responsi- li. blueprint of tomorrow's world of aviation is being an 
% bilities as our personnel has dimin- 
: ished.” Mr. Warnock says. “While és , ve en ee oe : a ’ F : : . ee Among other companies using 
, sie heen wees iiainnsied tar “aiasaael? formed today through the activities of our air combat and transport forces. The New Verker to witnegls whose 
functions, we have curtailed activi- ideas other people copy are: 
f ties, particularly, point of sale. The Our horizons are being widened, world-distances are being shortened 
" transition of the various phases of 5 9 ee ee 
= our business from peacetime to war ° . - s ; ; : ee eee ere 
for the peacetime freight, express, mail and passenger cargoes of the air. 
, | 
COMPLETE @ 


BELL AIRCRAFT 


BAUSCH & LOMB OPTICAL CO, 
The two recent advertisements from the pages of THe New Yorker, 
. . 
COVERAGE in 


BOEING AIRPLANE CO, 
shown above, typify the forward-planning policies of nearly a dozen 


ALABAMA 


CADILLAC MOTOR CAR DIVISION, 


GENERAL MOTORS CORP. 


BEERS CONSOLIDATED MINES 


Dt 
Important aviation companies who are building public opinion through 


EATONS OF CANADA 
FARNSWORTH TELEVISION & RADIO CORP, 
oat the pages of THe New Yorker. So, too, in other industries, THe New 
its 


HUNTLEY & PALMERS il 
JOHNSON SUTURE CORP. : . 
YoRKER ts being used as an avenue to the minds of a national group of ‘3 
ie 
at 


LADIES’ HOME JOURNAL 
LIFE MAGAZINE 
ie - LOCKHEED AIRCRAFT CORP. 
important and influential persons whose opinions and decisions are vital R. H. MACY & COMPANY 
. Tod.y smart advertisers who want GLENN L. MARTIN ©O, 
r- ‘ le ¢ overage of Alabama’s vast ° ae ae . ry: . . - . o ren e : ’ = > . y: . . ~~ NATIONAL DAIRY PRODUCTS 
_ war production market—where pay- in maintaining and inc reasing re} utations for those comy anies who are ) 
rol. are at their highest peak—are SEW VORe Comenas 
: fe ne the ALABAMA TEI. determined to have an important stake in America’s post-war future. NORTH AMERICAN AVIATION, INC. 
r- ‘ts power blankets the entire state PEEK FREAN, LTD. 
is ar ou get a 10° reduction, too! 
q PENNSYLVANIA RAILROAD 
Y WSGN) = WSPA = WALA 
: el a | 


PHILADELPHIA EVENING BULLETIN 
PHILCO CORPORATION 
BIRMINGHAM MONTGOMERY MOBILE 


SOLAR AIRCRAFT COMPANY 3 
U. S. NAVY 
No. 25 WEST 43n0 STREET 
REPRESENTED BY HEAOLLY-REED CO NEW YORK, N.Y. 


RECRUITING BUREAU 
VULTEE AIRCRAFT 


WACO 


AIRCRAFT COMPANY 
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the problem is more acute. As you) field has no young trained women 
know, the production field  has/| available. | power problems. 
always considered itself to be a “We have for the past six months, “So far we have lost three men | Lhree to Sales Posts 
male world—young 
not accepted into it readily, conse-| the service, replaced with a young | expect that we will lose one more,” 
quently at this time the production| woman and have trained these|he says. 


considerably extended, despite man- | Standard Brands Names 


| 


j 
| 


| The Pacific Coast division of 
|Standard Brands, Inc., has an-| 
|nounced the following appointments | 


women were|as each man has been called into|in the advertising department and 


By weekly paper group with 
million circulation. Give full 


make more money than 


results have been highly satisfac- | now expect to lose. |Pacific Coast Fleischmann division, 
tory. “Presently we are adding a wo-|which will handle sales of all 
“The same problem, of course,|man to the department to get| Fleischmann bakery products; R. R. 
EASTERN . 7 ng 


occurs in the display departments| around draft problems and _ will| Fraser, manager of the wholesale 


where we find trained women from | probably add another woman when |8rocery products organization re- 
REPRESENTATIVE 


| the display world, but some of the| and if we lose another man. cently established on the Pacific 


WANTED | work is of a nature that calls for “We have had to reorganize de- Coast to handle the sale of non- 


|perishable grocery products; and 
|C. N. Fishell, manager of sales on 
|all perishable grocery products sold 
direct to retailers through Standard 
or eliminating many normal func-| Brands route sales organization. 


‘strong backs.’ We have got around | partmental responsibility, adding 
this by using women for the crea-| responsibilities on a reduced staff. 
| tive work with helpers in the form | However, rather than cutting down 
of porters to do the heavy carrying 


details regarding yo & of materials. tions, we have had to take on new —_——_——_ 
quaintanceship with adver- “You ask whether we believe this | functions such as the employe plant | Ward Sponsors Show 

tising agencies and adver- may have a permanent effect on the | newspaper and the bi-weekly house | =a id 

‘ ; : pet ‘ : ca ? | Ward Baking Company, New 
lisers; experience; draft composition of our department andj} bulletin (or house organ) for our | York, now sponsors “Tip-Top O’ the 
status; references. Send its functions. I believe that all of | salesmen. Morning” on WEEI, Boston, Mon- 
photo or snapshot if pos- mtg en yee ng will be a eae Changes May Be Permanent _— days through Saturdays from 7 to 
sible. If —n so that only necessary work will be “ Hey . . |7:15 a. m. The program, which fea- 
. ; , : ™_ sr 4 ; attempted, and that in a great many we pay aes bear gece paca |tures Carl Moore and Ray Girardin, 
—_—e oS Oey | of these jobs women will be as : — a is presented in behalf of Tip-Top 


or less permanent effect on the com- | bread. 


acceptable as men. I do not think J. Walter Thompson Com- 


you've ever made before. that we will revert to our previous wauaaert jp Mypet es gre Ae a a 

Write Box 3853, Advertising thinking whereby only men would lwe have Phases , the ™ ermanent a 
Age, 100 E. Ohio St.. Chi- be considered.”  saclenes saéh tor Gee — l “sen Names Duane Jones 
cago. 


Ot sa Duane Jones Company, New York 
Gets Added Duties functions. Ps penned : 04 
(Additional problems of national has been appointed by the Sapolin 


HERE’S A REAL The advertising manager of a/| advertisers, and some of the sneth~ | vertiing ‘ef Sane Meet = 
OPPORTUNITY company whose drug store products | ods used to solve them, will be pre- other products in ” the company’s 


are household words, on the other | sented next week in the third article 


‘line of aints, varnishes a 
hand, finds his department's tasks | of this series.) 4 - 


enamels. 


AIMING AT THE 
GREAT BOSTON MARKET? | 


All the new signs point to WBZ 


METROPOLITAN MARKET: 3,000,000 people, 97% of whose homes have 
radios that can tune WBZ. 


REGIONAL MARKET: 82% of all New England is in WBZ's Primary area 
——nearly two million homes. 


PROSPERITY: Textile, manufacturing, ship building—New England enter- 
prise has passed capacity and is still expanding. 


50,000 WATTS: Radio's top power, further intensified by directing all signal 
towards land. 


SALT WATER TAKE-OFF: New England's only station with a clear 
approach over salt water, radio's most efficient path. No interference. 


NETWORK LEADERSHIP: NBC programs corral the listeners for nation- 


wide favorites throughout network hours. 


LOCAL POPULARITY: WBZ is a forceful worker in all war efforts. It has 
built leading sports, housekeeping, and news programs. 


ADVERTISING LEADERSHIP: A steadily growing list of top-notch 


national, regional, spot and local sponsors proves its worth to you. 


For a full resume of the facts behind WBZ's value to 
you, write for a copy of “Check List for Advertisers”. 


WE 


Boston HBC Networh Station 


50,000 watts 


WOWO + WGL * WBZ * WBZA © KYW «© KDKA 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


Food Industry 


“We replaced one man| jn the company’s sales organization: fo Hear McNutt 


young women to do those jobs. Our| with another younger man who we| Ff. C. Fleischmann, manager of the | 


t Annual Meeting 


New York, Nov. 12.—Paul 
McNutt, War Manpower Commi 
|sion chairman, will discuss the f 
|ture of the country’s labor sup; 
lat a dinner climaxing the thre 
|day annual fall meeting of 1 
|Grocery Manufacturers of Amer 
‘here Nov. 18-20. 
| Government officials and pron 
|/nent businessmen will particip: 
|in discussions, including Joseph 


'Eastman, director of the Office «f 


|Defense Transportation; R. Har-y 
| Amenta, chief of the WPB dehydr :- 
| tion division; A. C. Hoffman ad 
| Goeffrey Baker, Office of Price A j- 
|ministration; Harold Rowe, Ol! A 
rationing director; Charles Sheldon 
ichief of the WPB container bran: ); 
| Gen. Carl A. Hardigg, director of * ie 
|quartermaster branch of the Food 
| Purchasing Program; Arthur Schi: +, 
'traffic manager, General Foois 
| Corporation; and Morris Sayre, ex- 
|ecutive vice-president, Corn_ Pro:- 
| ucts Refining Company. 

Morning and afternoon sessio's 
j have been scheduled for the thre+- 
day period at the Waldorf Astor a 


Hotel. The McNutt dinner will 'e 


|staged at the Waldorf on Friday 
evening, Nov. 20. 

Asserting that the solution of the 
‘food industry’s manpower problen 
‘is of vital concern to every soldic: 
and citizen of the United Natio 
|Paul S. Willis, GMA president, said, 
“The current war crisis makes t! 
|year’s meeting far and away th 
/most important the association h 
|ever held.” 

Problems of containers, price con- 


| 


'trols, transportation and _ storage, 


dehydration, rationing, and procure- 
iment details are among the sub- 
jects slated for discussion. 


one 

-Harvel Initiates 

Radio Campaign 

| The Harvel Watch Company, Ne\ 
| York, has started its first radio cam- 
paign, using a_ series of chain 
breaks, five and 15-minute news- 
casts, and five minute music pro- 
grams to help sponsor the sale of 
war bonds over 16. stations in 
Southern, Southwestern and Mid- 
western markets. 

The campaign is scheduled to run 
through the week of Dec. 23. A. W 
Lewin Company, New York, is the 
agency. 


Financial Admen Elect 
Financial Advertisers Association 
has elected the following officers for 
the coming year: President, L. F 
Townsend, assistant vice-president, 
Bank of America, San Francis« 
first vice-president, Lewis F. Gor- 
don, Citizens and Southern Nation®! 
Bank, Atlanta; second vice-presi- 
dent, J. Lewell Lafferty, Fort Worth 
National Bank; and third vice-presi- 
dent, Dale Brown, National City 
Bank, Cleveland. Fred W. Mathi- 
son, National Security Bank of C! 
cago, was reelected treasurer. 


~ 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC 
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Studebaker Uses 


important to economical operation.| S§¢henley Acquires Plant Winsor Takes New Post 


All copy lists the names of Stude-| 


‘Hungerford Is President 


, . See Schenley Distiller Corporation Effective Dec. 1, Fred E. Winsor Aircraft Parts Development Cor- 
* baker dealers in the city or vicinity.) \, 0 wali Scaggpetes SOW ; 4) ~ " I ns Pasggithe Epp tomes i a _ : 4 pe gges 
Single-Shot ( ‘Opy New York, has acquired the Elk| will become executive vice-presi- poration, Summit, N. J., has elected 


in 1,500 Dailies 


Carter Rejoins Frontenac 


Grove, Cal., plant of Colonial Grape 


Products Company of California, 


dent of Associated Printers & Litho- 
graphers, St. Louis, with offices in 


Dan C. Hungerford as president and 
general manager. Mr. Hungerford 


Gerry Carter, who has been which will be operated as a sub-|the Boatmen’s Bank building. Mr. formerly was vice-president and a 

Chicago, Nov. 11.—The Stude- vice-president of Exclusive Radio sidiary of the distillery company in| Winsor is resigning from the St. director of Elastic Stop Nut Cor- 

einer Corporation veloneed a one-|Features, Toronto, has rejoined producing Cresta Blanca wines. The | Louis office of Outdoor Advertising poration, Union, N. J., and prior to 

, “ig “le “a cease. ~~ | corporation and all brand names,|Inc., where he has served for 10 that was president of Standard Mfg. 
ime shot in 1,500 newspapers yes-/| Frontenac Broadcasting Company, 


erday, capitalizing on a theme used | 


earlier in war-keyed booklets — 
“How to Worry Successfully About 
Your Car.” The copy ranged from 
600 lines down to 198-line inser- 


Toronto, as vice-president. Fronte- 
nac has been appointed exclusive 
Canadian representative of H. S. 
/Goodman Productions, New York. 


trademarks and good will of Co- 
lonial were not included in the deal, 
and the company also maintains its 
ownership of the Cordova vine- 
yards, Mills, Cal., and its interest in 


years as a national account execu- 
tive. 


Appoints New Agency 


Company, Corning, N. Y. 


Andersen Rejoins ‘Sun’ 


After an absence of more than 20 


|Central Winery, Inc., Fresno. Albert Frank-Guenther Law, 
|New York, has been named agency 
for the Fifth Avenue Building Com- 


years, Harry E. Andersen has re- 
turned to the Daily Sun, Beatrice, 
Neb. For the past nine years Mr. 


Carries Cook Book 
The Bee, Sacramento, Cal., 


con el | Young to Hillman 


ons. 
According to Roche, Williams &| 


Cunnyngham, Studebaker’s agency, cently carried a 12-page : pany, New York, effective Jan. 1, Andersen has been on the national 
o = et have been made to low | ment entitled, “Katherine Kitchen’s | James A. Young, Los Angeles, | 1943. Newspapers, business papers advertising staff of the Omaha 


p the initial insertion, although a Winter Cook Book,” which con-| has been appointed West Coast ad- | and direct mail will be used. The 


World-Herald, and prior to that was 
few ms ines may be used lat \tained tested recipes and food and | vertising representative for Hill-| account is now handled by N. W. | advertising manager of the Ne- 
lew magazines may be used later. | allied trades advertising. 'man Publications, New York. Ayer & Son, New York. braska Farmer. 

The copy is notable chiefly for the 


car conservation hints which are 
illustrated by cartoons. Motorists 
are told that soft tires can’t take it, | 
and higher inflation is indicated by 
slower speeds; that spark plugs | 
should be kept in harmony and that 
poor spark timing or dirty plugs 
waste gasoline; that slower speeds 
mean attention to maintenance, | 
with the battery coming in for par-| 
ticular attention; that a check of the | 
carburetor mixture should be made, 
to make sure it isn’t too rich, or 
that a misbehaving automatic choke 
isn’t exacting its penalties; and that 
clean cooling systems and oil are 


_ SHATTERING 
TRADITIONS... 


HOW DO YOU KEEP SO FRESH 
LOOKING WHEN YOU WORK 


CLICK GAVE ME SOME 
HINTS AND PROVED 
THAT COSMETICS 
| AREN’T HURTING 
| THE WAR EFFORT 


America’s amazing 


--. DOatS ~ 
are helping re-write naval ™ 


strategy!! Racing at 60 miles 
an hour, they can close in and 
destroy a twenty million dollar 
battleship with one blow... 


War Won't Freeze 
AMERICAN BEAUTY 


Women working in factories and wives 
of war workers are well aware of the 


turn and speed away before 
guns or torpedoes can be 


trained on them. What a shat- 


PAPER PRICES a : 


tering of traditions... a mos- ter and Visin ; 
home front. They don’t want beauty at ‘ y ‘ e for less has lon 8 Ways of doing th 
quito attacking and destroying xample w g been INS fast 
the expense of bullets. CLICK answers ; as Consolidat _ an American teal er, bet- 
their questions again in the December an elephant. Paper so low in Price ed’s troduction —— a typical 
issue. This developm € that its Widespread y Of enamel Coated 
ent “4 > 
Because CLICK readership is pre- ONS qualit Proved one of th se be 


Came ; 
4Me possi ble. 


dominated by industrial workers, the m ah 
y cighe its Opacity 


bis 
Weight for “ 
. editorial and circulation efforts are 


the highese. 


- anks w; NES 
“per out of Uni S with oo eels 
“SS and made as Sides. © tmly coate ; ee oa 
directed to the large, mass market. for Publications catal de its use Practical “eS, Cvery Square rl ited on both nd a 
Sas %» <ACalog : smoot] Ch 1s idens; : 
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War Congress Will 
‘ ’ . 
Honor ‘E’ Winners 

Representatives of war plants 
possessing the Navy “E”’, the Army- 
Navy “E” and the Maritime Com- 
mission award for excellence in in- 
dustrial production, will be honored 
during the war congress of Ameri- 
can industry of the National Asso- 
ciation of Manufacturers which con- 
venes in New York Dec. 2-4. 

The principal speakers at the 
meeting will be Donald M. Nelson, 
WPB chairman; Ferdinand Eber- 
stadt, WPB vice-chairman; and Col. 
Frank Knox, Secretary of the Navy. 


G-E Advances Porter 


John G. Porter, formerly with 
General Electric’s publicity depart- 
ment, has been placed in charge of 
all sales promotion activities of the 
transmitter and electronic tube di- 
visions of the General Electric radio, 
television and electronics depart- 
ment, Schenectady. 


effective presentation to EMPLOYEES 
Write for special WAR-TIMELY fold 


*VISUALFACTS 


2 West 46th Street, N.Y.C. 


FACTS 


expertly analyzed and visualized for; WONAl magazines during the next| copy written by Walter Weir, and| 


Hard-Hitting Copy 
Cites Individual’s 


Stake in Victory 


American Locomotive 
War Copy Breaks 


in Five Magazines 


(Pictures on Page 47) 


New York, Nov. 11.—Convinced 
that industry has devoted enough of 
its advertising effort to telling the 
American public of unprecedented 
accomplishments on the production 
line, American Locomotive Com- 
pany this week released a new cam- 
paign, reflecting a determination to 


THE GARBAGE PAIL 


ee 


‘7S BimmeRTIME im ameniCe 


AMERICAN 
LOCOMOTIVE 


A grim prospect is portrayed in this 
magazine color page from a new cam- 


contribute effectively to the psycho-| paign just launched by American Loco- 


logical phase of the war effort. 
The campaign, comprising a series 
of six hard-hitting, realistic adver- 


tisements which will appear in na-| 


motive Co. It emphasizes the dire need 
for Americans to battle the Axis. 


American Locomotive agency, with 


three months, will strive to picture| jjlustrative material supervised by 


the disaster of defeat as reflected 


Paul Smith, the agency’s art direc- 


in the experiences of Nazi-occupied | tor. 


territories. The project was con- 


Opening insertion in the cam- 


ceived by Kenyon & Eckhardt, | paign features a grim painting by 


| premise that 
| sufficiently informed on what they 


Mr. Smith of a noose, against a 


background of five figures dangling 
from a scaffold, with the headline, 
“Try This for Size .. .” Copy is 
succinct, frightening in its implica- 
tions: “Oddly enough, this type of 
collar fits all kinds of people... 
Czechs and Poles, Frenchmen and 


| Norwegians, Russians and Greeks. 


“It fits women as well as men, 
the old as snugly as the young, the 
strong as firmly as the weak.” The 
message proceeds to describe the 
mental and physical desolation that 
follows in the wake of Axis domi- 
nation. 


The initial advertisement, as well 


as those that follow, emphasizes the 
personal stake of every American in 
a victorious conclusion of the war. 
The entire campaign is based on the 
civilians have been 


can do individually to assist on the 
home front, and the American 


| Locomotive messages seek to spur 


action in that direction. 
“None of the advertisements asks 


‘for any specific action on the part 


of the reader,” Kenyon & Eckhardt 
officials explained. “They are writ- 
ten and designed to dispose the 
reader to action asked of him by 
other agencies, by bringing home to 
him what he has to lose as a person 
if we lose this war as a nation. They 
do not purport to answer the ques- 


‘\ 
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5 ye Cosmetics You Want 


One of Sam's full 
page toiletry advertise- 
ments 
cently in The Detroit 
Free Press. 


Average Net Paid 


Circulation, September 
372,887 WEEKDAYS 


354,643 SUNDAYS 


Story, Brooks & Finley, Inc. 
National 
Representatit es 


Herb ¢ dad —) 
: . =. ay. j 
0 PMs, 


' 
) 
; 
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PINE PRODUC OP 


pets sera 
w he “m,. ’ 
Sy 
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appearing re- 


SAMS 


SUT RATE, INC. 


RANDOIPR 2 MOMEDE © CAMPLS MARTINS of WOODWARD 


PS 


(Detroit) 


Makes the Free Press 


No. {! medium to sell 
toiletries .... 


SAM’S is the second largest downtown retail 
store in Detroit. It built its reputation as a value 
giver largely on exceptional ability to quickly 
market large quantities of pharmaceuticals and 


toiletries. 


Full page advertisements from Sam’s on these 


items are common to Free Press columns. 


The 


results, obviously, are in keeping with the con- 
tinued broad scope of the promotions. 


The exceptionally good job done by Sam’s 
through The Free Press in selling drugs and 
beauty preparations to the women of Detroit 
makes this newspaper the store’s No. 1 choice as 
an advertising medium for this merchandise. The 
Free Press carries more Sam’s toiletry and drug 
advertising than both other Detroit newspapers 


combined. 


Anyone anywhere with good merchandise to 
sell to women (and men, too) in Detroit, can well 
follow Sam’s judgment in placing advertising to get 
FAST RESPONSE...in The Detroit Free Press. 


RBEAR in mind, also, that Detroit, with its 
$27,000,000 weekly industrial payroll and its 
$ 100,000,000 a week output of munitions, is today 
the nation’s hot spot market, for no other is quite 
so busy, So prosperous, or growing quite so fast, 


IF THE AXIS WINS 


ever fact «4 Fimeme Seuanr 


AMERICAN 
Locomotive 


There will be little left in life for Amer 
ica if her opponents triumph in Wor! 
War II, American Locomotive Co. poin’s 
out graphically in this page advertis: 
| ment to appear in national magazine 


—_ 


| tion, ‘What should I do?’ They 
purport to answer the questi: 
‘Why should I do?’” 

The second insertion in the ser 
may prove to be the most provoc 
tive of all, dealing with a subje:t 
|that many a person with a we 
‘constitution will find difficult 
| take. Keyed by the caption, “A High 

Honor for Your Daughter,” the la 
/out features a full-color photogra)) 
of several young American gir! 
lined up against a wall, the objec 
of scrutiny by a Nazi leader who 
is intent on drafting new blood fo: 
the “master race.” 

Other advertisements cover such 
delectable portrayals as an Ameri- 
| can foraging in a garbage pail—‘“It 
| Dinnertime in America; Nazi court 
procedure; and a glimpse into muz- 
zles leveled by a firing squad. 

All the messages carry a simp| 
American Locomotive _ signature 
with a listing in small type of th 
company’s headquarters office and 
nature of its war production. Mag- 
azines that will carry the adver- 
tisements include Collier’s, Life, 
Newsweek, The Saturday Evening 
Post and United States News. 


Libbey-Owens-Ford 
Realigns Sales Staff 

Libbey-Owens-Ford Glass Com- 
pany, Toledo, has realigned its sales 
organization as a result of the wa 

An industrial sales department 
and a distributors’ sales department 
have been created with G. L. Con- 
ley, formerly eastern sales manager, 
as head of the former department, 
and E. M. Everhard, formerly west- 
ern sales manager, as head of the 
latter. 


Ruggles to New Post 

Carter K. Ruggles, formerly ad- 
vertising manager of the Boston 
News Bureau has been appointed 
executive secretary of the New Eng- 
land Federal Savings League. M1: 
Ruggles will have charge of the or- 
| ganization’s service to its memb« 
which are the federal savings and 
loan associations of the six New 
England states. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 
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Bdmens in the 


Armed Forces 


Lyle B. Reig- 
ler, account ex- 
cutive for Moser 
« Cotins, Utica, 
N. Y., has been 
ommissioned a 
eutenant in the 
Army air forces, 
nd reported for 
duty Nov. 6. 


Moultrie, Ga. Ex-adman Herz hopes 
to get overseas, and if he does it) in 
won’t be the first time—he spent 


| - sf “ a _ = “— 
many months in France with the for several years, has succeeded! forces and is stationed with the Men, Machines and Morals,” a 
artillery in World War I. | Capt. Loeffel as Ahrens’ western | 595th technical school squadron at — tise ge roger has 
3 gale een issue y Osborn Mfg. Com- 

Maude Claiborne Logan, manager | ™@aser. Miami Beach, Fla. Mr. Peck is the pany, Cleveland, to commemorate 
and editor of the Lumber Dealer, St.| H. W. Yoder, formerly assistant tenth employe to join the armed) poth the 50th anniversary of the 
Paul, Minn., has been commissioned | adv ertising manager of Poultry | forces. company, and the 50 years’ direc- 
a lieutenant (jg) in the Waves. |Tribune, Hatchery Tribune and Leon Seelig, account executive tion of its affairs by its president, 


Lee Roy Knight, advertising man- 
ager of the Daily 
Okla., 
the Navy as a yeoman, 

| He is stationed at Dallas, Tex. 


Charles F. Loeffel, vice-president 


headquarters, effective Nov. 9, are 
Brooklyn. Robert E. Kenyon, 
who has been in the Chicago office 


Breeder, published by Garden State Osborn Company’ s Book 


Publishing Company, Sea Isle City, Commemorates 50th Year 


N. J., has enlisted in the Army air 


Turkey World, Mount Morris, IIl., Franklin G. Smith. 


has joined the Navy as photogra- | 


|pher’s mate, third class. been commissioned a lieutenant (jg) | Association Elects 

Teri Shane, manager of the sales|in the naval reserve, and ordered The Utah-Idaho Newspaper Ad- 
promotion department of the Union| to active duty. | vertising Managers Association has 
Central Life Insurance Company, Roger Wilde, elected the following new officers: 


with Shaffer-Brennan-Margulis Ad- 
vertising Company, St. Louis, has 


News, Clinton, 
has resigned and enlisted in| 
first class. 


sales manager, hos- 


Three mem- and western manager of the Ahrens| Cincinnati, has enlisted in the | pital division of the Simmons Com- | Hayden Stites, Post-Register, Idaho 

bers of the Mary- Publishing Company in Chicago! Waac. pany, Chicago, has been commis- — sa. president; —_ —s. 
. : ? eS eee ; ti erald-Journal, Logan, Utah, vice- 

land Industrial since 1925, has resigned to accept Charles G. Peck, advertising rep- | sioned as a captain in the Army president; and Ralph T ee. also of 
Advertisers As- |a captain’s commission in the quar- | resentative of New Jersey Farm and | services of supply, and is stationed the Post — Register. secretary-treas- 
sociation, Balti- Lyle B. Reigler termaster’s corps of the Army. His'Garden and New Hampshire | in Washington. urer. . : 
more, are now in 
uniform: Capt. R. R. Brunner, sales 
manager, Bendix Radio Division, 
Bendix Aviation Corporation, as- 
signed to Washington with the 
Army air forces; Lt. (jg) Michael | 
Sheehan, USNR, advertising man- 
ager, Commercial Credit Company, 


tationed at Quonset naval air base, 
k I.; and Lt. Thomas O. McDavid, 
promotional manager, Commercial 
Credit Company and secretary of 
the marketing group, attending the 
air forces officers’ school at Miami 
Beach, Fla. 

Dorothy Ledgerwood, a 
of the production department of 
Russell T. Gray, Inc., Chicago, has 
been commissioned a lieutenant (jg) 
in the Waves, and has left for 
Northampton, Mass. 

Barton Stebbins, head of the Los 
Angeles agency bearing his name, 
has been commissioned a captain in 
the Army’s special services division, 
and will be stationed in Washing- 
ton. The agency will continue to be 
operated by Art Gudelman and Lee 


member 


Crosby. 

Station KMPC, Beverly Hills, 
Cal., will soon lose three staff mem- 
bers to the armed forces: Jack 


Baillie, sales department, is awaiting 
his call for volunteer officers’ can- 
didate training; Jack Stafford, 
sportscaster, is going into the air 
forces; and Lou Huston, production 
manager, is joining the Army. 

Paul H. Jones, formerly vice- 
president of Crafton Studios, Chi- 
cago, is now Lt. Jones, USNR, and 
assigned to sea duty with a mer- 
chantman. 

Robert Bowman and Clarence. 
Bedient, formerly on the Boston | 
advertising staff of the Christian | 
Science Monitor, have resigned to | 
join the armed forces. 

William P. Bager, copy chief of | 
Needham, Louis & Brorby, Chicago, 
has entered the Army as a private | 
and has been assigned to Camp 
Wolters, Tex. Pvt. Bager had been 
with the agency since 1934. 

Philip J. Kruidenier, retail roto- 
gravure advertising manager of the 
Minneapolis Star Journal and Trib- 
une, has been commissioned an | 
ensign in the naval reserve and is 
now in training at Princeton, N. J. 

Bob Herz, for 22 years a member 
of the organization and for the past 
eight years a_ vice-president of 
suckley, Dement & Co., has enlisted | 
in the Army air forces, and has | 
been assigned to Spence Field, | 


Feed Millers 


| 
subsoribe to AMERICAN MILLER | 
because it gives them not only the | 
best mixed feed information but also 
an over-all view of the milling indus- 
try. That, in turn, is why AMERICAN 
MILLER carries more feed equipment 
advertising than all other feed papers 
combined. And it is a perfect adver- 
tising vehicle for the makers of ingre- 
dients who want to talk to the actual 
feed processors. (The feed section re- 
ceives a dual circulation: 


\MERICAN MILLER, 
folherto-son industry, is preparing its 
h Anniversary Edition—the January, 
1°'3 edition. A year book of tremen- 
dous and permanent interest to the 
enlire milling industry. 


Send for explanatory brochure. 


AMERICAN MILLER 


The only ABC paper and only audited | 


Circulation in the milling field. 


330 S. Wells St., CHICAGO 


15.000 total!) | 


serving a/| 


BIG AGGIE 
ECORES * 


a gain and a-gain 


(Y 


whirlwind of a 
you across the 


Let this crashin’, smashin’ 
record-bustin’ go-getter put 
goal, 


There's no stopping Big Aggie. Power to 


bowl over all resistance ... a clear field that’s 


free from competition . . . and a special 
“something” that’s not in the rule book. 
She's Triple-Threat for sure ... she and the 


station she represents. 


WNAX is the triple threat station of the 
rich middle-west. A frequency that permits 
reaching out for the far ones—strategic loca- 
stations —and 
that the 
signal over the greater part of lowa, Minne- 


sota, Nebraska and the Dakotas. 


tion far from other network 


enviable soil conductivity carries 


Let WNAX 


tell you how others score a gain and a-gain. 


Get Big Aggie on your team. 


its Economical TWO BUY 
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THE 60 cae: Ft 
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Qe Etttione Oollar Me wikeo 
SIOUX CITY « YANKTON 


Affiliated With Columbia Broadcasting System 


570 On Your Dial 
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November 16, 1942 Nov 
. — 
Kodak Wins ‘E’ Award . NOVEMBER CANADIAN MAGAZINE LINAGE Sactarere teat at Se seein Mane = 
All Rochester units of Eastman | LUC y rIKeS Gaps inh «0 ape tam avelebin. A Lacky Sirthe spokes. 
eee Sere ae _ *aCanadian Home Journal ............+4+: 38.6 26,228 41.7 29,207 vec omeneen aad that they 
Army-Navy production award tor . | *Canadian Homes & Gardens ...........+. 20.6 13,818 26.2 17,588 | ° ; 4 ok ‘ - 
high achievement in war produc- to Be Clothed in | ae , oe tg as aoa, |e “looking ahead. 
tion, and the company has published Mi one de picceliaie rete: 17.2 2.094 .2 4 6702 samme oer 
an elaborate brochure telling of the *Mayfair 49.5 32,936 49.3 835 | 4 4 ’ 
ae Suaboeate brochure selling af Sie le W time Dr PSaNRtona” Hone Sionihis Ef) es “No Price Change -- 
trating the work the company is a f e ess | See SEN . itd ec ‘ Pask.ctorad ° Urge 
now doing. ree pivoeke SOR 191,429 305.4 201,904 Is Featured in 
ee Suetay, including Poultry and Livestock in Canadian Farm Papers N Ci t C Not 
. New York, Nov. 12.—Within a Canadian Countryman (sae teneedowes ‘ 31 6 22,107 -1.2 14,849 Al 
Spalding Issues Booklet _|few weeks the familiar green, red a sr Ay a Weekly Star: ait spel _ — -ntlggl —— Opy are t 
York has scone a becca eosmnaes | gold package of Lucky Strike Eastern Edition pie oe 39.4 39,794 35.7 a0? | os pvt York, eines 12.—Benson & for t 
ing the part the ‘company is play- | Cigarets will be discarded for the PD go ag alae 13.4 “9.644 11.0 ress|! yy soles -” wri zee & Co agair 
ing in the war effort. Spalding has | duration of the war, and an entirely Farmer's Advo ate & Home Magazine........ 33.5 $8,480 38 0 ge | fr maging oo a not t 
converted from the manufacture of |new color scheme will mark oe et beng Mecang, mare eens ao busaaad'es 414 46.520 38.9 43.778 | os ~ gage 2s era eres die on of p 
sporting goods to manufacture of | brand’s dress, it was learned here | *#Western Producer .......00.0000+000+e0005 23.5 25,140 18.0 19,271 = in newspaper and radio ad- tio! 
parts for rifles, machine guns, | today. ee ee rere eet ee 267.7 237,643 223.5 201,397 eee i .. 8 : ; Prod 
pontoon bridges and machine tools.| The radical packaging change _ #hillip Morris is using newspape: h 
| will be widely promoted, keyed by Se ed te B+ Pru 700 lines insertions and cut-ins = radio sta the 
| the slogan, “Lucky Strike green has | +October figures : ions in $3 non-tax states to an net 
gone to war.” The new color com-| jive lsmuen. 180%; fer, ‘amen, 184i. — post 
bination will consist of a brown tint, ‘Four issues, 1942; five issues, 1941. . F th y: tft ks. B time 
simulating gold, to replace the gold ‘Semi-Monthly. oF ie Next ew boning S, Senso bec 
bands, and a pure white background ; & Hedges will publicize ant chang: logi 
in place of the solid green currently | that the color change will be treated| learned that a special gift carton|in price” on its two morning an mad 
on the package. The red circle,|in more detail very shortly and the|containing 25 packages of Luckies|¢vening news programs over Sta pro 
which carries the Lucky Strike| “green” slogan will also be woven! will be promoted, in contrast to the|tion WEAF and Paul Schubert’, ciab! 
name, will continue as heretofore.| into publication copy. Point-of-sale| conventional 10-package carton in nightly newscast on Mutual. Duan: befo: 
Several teaser announcements, | display material will likewise herald | holiday wrappings. Jones Company handles the ac post 
‘- stating simply that “Lucky Strike|the change. ome gg aspect of ho count. cove 
“mp ' . , re—the | 8reen has gone to war, punctuated ucKy rike move, presumably and 
Who do you think you are the iat Selley aes Wekdenk of New Carton Planned dictated by an anticipated shortage | Ballard Heads New onal 
Green Hornet over WFDF, Flint, \ «tyformation Please,” but no fur-| In connection with American of metallic-content printing inks, Butler Sales Setup lete 
Michigan?” ther explanation was offered to con- | Tobacco Company's Christmas mer-| was the statement by technicians Butler Brothers, Chicago, ha Ni 
sumers. It is expected, however,!chandising plans, it was also'for one of the largest ink manu- completely reorganized its sales de buil: 
partment, setting up separate man von 
agement for the chain of approxi get | 
mately 4,000 independently - owned ties 
and operated Ben Franklin and only 
Federated stores, under the direc- plish 
y oa tion of George M. Ballard, who has with 
' served as assistant director of sale: time 
? since September, 1941. He become 
Ra general manager of the voluntary 
) chain stores, and Harris M. Mc- TI 
Laughlin, formerly sales manage: men’ 
of Spool Cotton Company of New man 
York, and connected with Butler stud 
since 1941, is general sales manager with 
Harley W. Howell has become as- for 
sistant to the director of sales. often 
 ) Harry L. Goodbar, Chicago man- ; 
ager since 1941, will continue in _ 
* that capacity, and T. E. Skinner, on 
now assistant sales manager, will be afte! 
manager of the Ben Franklin and deve 
a Federated stores in the Chicago due 
territory. out 
a i as |} 
EVERY DAY Publishes ‘Horse Sense’ pote 
e ee 200,000 boxes of Breakfast Food. 150 Tons of Prunes Hart Schaffner & Marx, Chicago vy 
/ < close 


and other Dried Fruits. 3,000,000 Oranges. 20,000 Quarts of Ice Cream. 800,000 
Quarts of Milk. 250,000 Loaves of Bread. 100,000 Pounds of Butter. 1,000,000 
Candy Bars. 5,000,000 Telephone Calls. 1,000,000 Bus Rides. 2,000,000 Soft 


has begun publication of a new 
house organ called “Horse Sense.” 
The monthly paper, which is edited A 
by Ed Grossfeld, serves as a con- 


. ; a ware 

Drinks. 500,000 Movie Tickets. 20,000 Phonograph Records... ene jo aaa salesmen in custom- mer 
: vieu 

EVERY MONTH. . .1,000,000 Books. 500,000 bottles and cans Names War Committee pone 
of Shoe Polish. 5,000,000 Packs Chewing Gum. 3 Carloads of Toilet Goods. nail ton cae Club of Cincin- of ¢ 
1,500,000 Tubes Tooth Paste. 3,000,000 Pencils. 50 Tons of Ink. 200 Tons of J mittee under the chairmanship. of _ 
Writing Paper. 25,000 Radio Tubes. 1,500,000 Camera Films. 25,000 Cameras. Merle Riggs, Diam & Wing Paper leah 


Company, to aid in the promotion 
of any patriotic cause in the city 


Resumes Publication 


The Gazette, Aliquippa, Pa., for- 
merly a daily, soon will resume 
publication three times a week fol- 
lowing a change in ownership and 
the ending of an 11-months-old 
strike. Aliquippa Publishing Com- 
pany has taken over the newspaper 
plant and operation of the paper 
from Franklin Publishing Company, 
against which the strike was called 
by the Pittsburgh Newspaper Guild. 


$500,000 in Sports Equipment. 20,000 Wrist Watches. 15,000 Bicycles (Who 
has 'em?). 100,000 Fountain Pens. $5,000,000 worth of Shoes and Clothing. 


When do we want it? 


NOW! When will we be buying it? We are buying it new! 
Are WE a market? If we're not, then all we've been taught, 
up to now, in economics, is eye-wash and sky-hash! 


We're going to be around for quite a while, too. Every year 
we'll be buying more and influencing the buying of more and 


more. We're like a great big snow-ball, gathering momentum 


(that’s speed times mass, in case you've forgotten) all the 


Y2 Million Peo- 
ple in North- A 


time. Soon we'll be meeting you at the place where you, 


with New Goods and full production meet up with hungry N - 
customers. Those you meet will be mostly US. eastern Wiscon- Tr 
sin Listen Nearly 57 

NOW! Aren’t we at least something to think about? ‘ 
g 60% of the Time 7 


We betcha! And you can reach those of us who write the 


—The Only Big 
Station in This 
Rich Area. No Other ‘ 
CBS Station can be ’ 
Heard Regularly. 


lA 


GREEN BAY, Wisconsin 


One Order—Two Plates. 5 Youth Leader- 


above order all in one big smash, without smashing your 
advertising budget one bit. Where? Right Here In... 


ship Magazines— Ata Group Discount 
of 10°, Total Circulation 1,550,000, 
All are members of the A.B.C. 


The YOUTH GROUP 


OPEN ROAD FOR BOYS « YOUNG CATHOLIC MESSENGER | 
AMERICAN GIRL « BOYS’ LIFE « YOUNG AMERICA 


Send for Your Copy of “The Facts of Life for Business” 


Boston: 729 Boylston Street 


The only CBS ovtie’ 
Northeastern Wisco” ” 


New York: 32 East 57th Street 


Chicago: 9 West Washington Street Detroit: 2842 W. Grand Blvd. 
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Urges Assembling of Data | 
Not Actual Product Designs 


Although many design executives | 


are thinking and planning seriously | 
for the days when peace will reign 
agoin, these men agree that this is 
not the time to make detailed plans | 
of products for postwar consump- 
tio! This assertion is made by 
Product Engineering for November. 
This does not mean, however, says 
the 

neers should close their minds to| 
postwar planning, but now is no) 
time to put these designs on paper | 
because of the tremendous techno- | 
jogical advances which are being | 
made in the fields of materials and | 
production. There will be appre-| 
ciable changes in material prices 


before production can begin for 
postwar use and the scientific dis- 
coveries, new design techniques, 
and improved production methods 
would render today’s designs obso- 
lete before the war ends. 

Now, however, is the time to| 
build a fund of data and informa- | 
tion which will help the designer | 
get ready to fill the vast possibili- | 
ties of his postwar job. It is the) 
only way he will be able to accom- 
plish the task of postwar designs | 
without false starts and wasted | 
time, the publication concludes. | 

ok * * 


The postwar planning depart-| 
ment of a large eastern chemical 
manufacturer is making a_ special 
study of young and infant industries 
with regard to probable demands | 
for chemicals in their operations | 
after the war. Many of these com- | 
panies will continue their demands | 
on the chemical process industries | 
after V-day, while others that have 
developed into sizable customers 
due to wartime operations may drop | 
out of the market entirely as soon | 
as hostilities cease, it realizes. The | 


potential of experimental work is | 


being sounded and watched as| 
closely as possible. 
* * * 


A buying organization for hard- 
ware stores is selecting new lines of 
merchandise for its clients with a 
view to not only filling in for items 
now unavailable due to wartime 
restrictions but to the possibilities 
of expanding the field on a perma- 
nent basis later on. With this objec- 
tive in mind, items are being se- 
lected with special attention to the 
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Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


possibilities of their postwar sales 
permanence. 
of x 

To offset fear of postwar unem- 
ployment on the part of its workers, 
an engineering company now en- 
gaged wholly on war production is 
using a series of pay envelope in- 
serts with short copy outlining what 
the company is doing to assure 
continuing operations when war 


told that the photographers they 
recently saw taking pictures 
throughout the plant were doing so 
for the purpose of illustrating a 
brochure to be used in publicizing 
company facilities which will be 
available after the war for the 


| development and production of spe- 


cialized equipment. 
bo * oo 

A business man in a high Wash- 
ington post is concerned over the 
ability of some American manufac- 
turers to meet postwar competition 
considering the fact British manu- 
facturers of certain electrical equip- 
ment are known to be producing at 
one third the cost of those in the 
United States. He feels that manu- 


; 
their war production jobs to de-| pure research are being sponsored 
velop methods which will contribute | in engineering universities. 
lower costs for the postwar ea saint 


battle. ° 
| “Tool & Die Journal’ Has 

One manufacturer now supplying Victory Training Series 
}all of his regular product to the! Tool & Die Journal is publishing 
|military, and many new products| with the November issue the first of 
| in addition, has engaged two col-|a series of 16-page editorial fea- 
lege professors to carry on specialjtures on “Training for Victory.” 
jresearch pointed at the postwar The “Technique of Grinding” is 
|period. Their efforts will be di-| treated in the first article of the 
|rected toward improvements in the | S€T€S. 
|present product, development of | 


related lines, and the creation of Appoints Erwin, Wasey 
other products which might be} 


é : | Erwin, Wasey & Co., New York, 
|}made with the company’s expanded | has been named advertising agency 
facilities when no longer utilized | for Humphreys Medicine Company 

. e4? ee ’ 
for war production. In addition to|New York. Arthur F. Willson is 


publication, that design engi- | business has ceased. Employes are|facturers should take advantage of|this program, several projects of| account executive. 
| 


NEW wealth of 30,000 NEW industrial workers is growing through air power in Mid-America. 
Constant revision of early and initial estimates places Oklahoma City’s pay roll from aircraft 
activity alone at more than 100 million dollars annually. Pointing to the immediate future, 
aircraft activity in this NEW Fortress of Industry is bringing more than three times Oklahoma 
City’s annual pay roll with it . . . not tourist trade but part and parcel of Oklahoma City’s 


industrial future. 


All this NEW wealth plus the already established market of Mid-America is adding up for 
unprecedented sales successes in all available goods—points the way to a revised and expanded 
use of Mid-America’s two great newspapers—the Oklahoman and Times. 


rte UALARUMAN on TIMES 


Joe: 


THE OKLAHOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN * MISTLETOE Express * WKY, OKLAHOMA CITY 
KVOR, CoLorapo Sprincs * KLZ, DENVER (Affiliated Management) * REPRESENTED BY THE KaTz AGENCY, INC. 
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Simmons Reelected 


been reelected president of Allied 
Florists of Ontario, and it has been 
decided to merge the organization 
with the Canadian Florists’ and 
Gardners’ Association, changing the 
organization’s name to Allied Flor- 
ists of Canada. 


Frederick Joins ‘Sun’ 


John T. Frederick, CBS book 
critic and professor of modern let- 
ters at Northwestern University, has 
joined the staff of the Chicago Sun. 
He writes a column entitled “I’ve 
Been Reading,” a feature in the 
newspaper’s new Sunday “Book 
Week” section. 


THE WORLD'S BEST SPORTS WRITERS 


0 MEANS THE WORLD'S 


BEST SPORTS READERS 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 


| 
| 


. 
Ernest S. Simmons, Toronto, sia Small Stations, 


Network Affiliates 
Show Most Gains 


Time Sales for 817 
Stations in 194] 
Hit $129,472,200 


Washington, D. C., No. 11— 
Standard broadcasting stations and 
networks increased their net bill- 
ings from 10 to 20%, and their net 


|income from broadcast services be- 


fore taxes from 30 to 35% from 
1940 to 1941, according to an anal- 
ysis of the Federal Communica- 
tions Commission’s combined _in- 


|come statements for the year, made 
| by ADVERTISING AGE. 


| 


The total sale of network time 


,on the three major networks (NBC 734 stations in this group reporting ‘tions. This has been due largely 
and Blue counted as one, since they | in 1940, a net gain of approximately | to full-time schedules on the net- 


| were not divorced in operation un- 
| til this year) totaled $79,621,534 
for the year 1941, the FCC reported. 
This represents an_ increase 
|slightly more than 10% 
$71,919,428 total for 1940. 


time on regional networks brought 


| 
| 


18.5%. 
The total sale of station time on | 
817 standard broadcast stations in | 


over the $110,500,549 for 


The networks paid commissions | 


the total sale of network time to | of $12,504,085 to advertising agen- | 
$82,373,607, an increase of roughly |cies, representatives, brokers and | 


|11% over 1940. 


Net-Operated Stations Gain 


Gains of approximately 10% were 
reported for the 33 stations man- 
aged and operated by national and 
regional networks. These stations 
reported $18,745,358 total sales of 
station time in 1941, compared with 
$17,080,427 in 1940. 

The most spectacular advance was 
registered by independent and net- 
work affiliated stations. 
stations reporting in 1941 had total 
sales of station time of $110,726,842, 


|compared with $93,420,132 for the 


NBC STATION.. 


Si He aaa i al lt a MAE Na 


oellN 
NEBRASKA 


?OMAHA 


JOHN J. GILLIN, JR. 


ds 


Genteral Manager 


JOHN BLAIR CO. 


Representatives 


The 784 | 


| dents 
ported income from broadcast serv- | 


| total 


others during 1941. Commissions | 
of $1,769,613 from network man- 
aged and operated stations, and 
$10,228,248 from _ other _ stations, 
brought the total commissions paid 
agencies, representatives and others | 
during 1941 to $24,501,946. Although | 
the FCC makes no breakdown of | 
this figure, it can be assumed con- | 
servatively that more than two- 
thirds of this total was paid to rec- 
ognized advertising agencies. 


Broadcast Service Up 


The major networks reported an 


|income from broadcast service, in- 


cluding talent and other incidental 
broadcast activities, of $11,400,908 
during 1941, compared with $8,- 
512,060 in the previous year, an in- 
crease of approximately 38%. 

The 33 managed and operated 
stations reported broadcast service 
income of $6,381,956, an increase of 
approximately 13%. 

The 784 other stations (indepen- 
and network affiliates) re- 


ice of $27,056,162, compared with 
$19,123,609 in the previous year, a 
gain of approximately 41%. The 
income from broadcast serv- 
ice for the 817 stations operating 
in 1941 was $33,438,118, a gain of 
approximately 35% over the previ- 
ous year. 
tions and networks from broadcast 
services was $44,839,026, also a gain 


|of approximately 35%. 


The income report as a whole re- 
vealed that network affiliates and 
independents have been forging 
ahead more rapidly than the net- 
works and network-operated sta- 


| works, 


| unfair 


The total income for sta- | 


which have lost both na- 
tional and local business to their 
smaller competitors and _ affiliates. 


of |1941 was $129,472,200, an increase | at the same time that the smaller 
over the |of 17% 
‘the 765 stations operating during |share of the new radio advertisi; 
A sharp increase in the sale of | 1940. 


stations have been gaining a la: 


weed 


revenue developed. 


Drops Oklahoma Suit 
Against Newspaper 

Charles E. Dierker, U. S. dist 
attorney at Oklahoma City, is 
been directed by the Attorney G: »- 
eral to ask dismissal of the go\- 
ernment’s case against the Black- 
well Journal Publishing Company 
Blackwell, Okla. 

The action grew out of a ne\ s- 
paper fight in which the Blacku »|! 
Tribune charged the Journal \ th 
practices in soliciting id 
selling advertising, and obtained 
from the FTC an order directing the 
Journal to cease making and Circu- 
lating false and disparaging sti‘e- 
ments about the Tribune, ce ise 
| offering free copies of its paper, : nd 
| cease offering advertising at beliw 
cost rates. The case alleged that the 
| Journal had violated the FTC order. 
|Mr. Dierker said that since e 
| Journal company has purchased the 
| Tribune from C. R. Bellati, who 
now owns the Stillwater Daly 
News, the case is to be dropped 


Younkin Named Director 


Ida Ruth Younkin has _ been 
named director of Better Homes & 
|Gardens’ tasting-test kitchen and 


assistant to Myrna Johnson in the 
magazine’s better foods and min- 
agement department. Miss Younkin, 
who formerly was with Gas Servy- 
ice Company, Hutchinson, Kan., re- 
places Kay Soth Wisdom, who has 
resigned. 


| Issues Ski Catalog 


Northland Ski Mfg. Company, St. 
| Paul, Minn., and Laconia, N. H., has 
issued its 1942-43 catalog illustrat- 
|ing and describing its line of skis, 
toboggans, hockey sticks, snow- 
| shoes and accessories. The booklet 
'is available to the trade on request. 


Nore! .. because in July the 


San Diego Union and Tribune- 
Sun was delivering up to 37¢ 
worth of EXTRA CIRCULATION 
for every advertising dollar in- 
vested. Call our Representatives. 
They have the complete story! 


SAN DIEGO UNION 
ond TRIBUNE -SUN 


Union-Tribune Publishing 
REPRESENTED NATIONALLY 


Co., San Diego, California 


BY WEST-HOLLIDAY CO., Ir<. 


New York @ Chicago © Cleveland « Denver @ Seattle © Portland e San Francisco « Los Angeles 
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ADVERTISING AGE 


Radio Stations 
to Cut Operating 
Power One-Fifth 


FCC Order Extends 
Life of Equipment, 
Preserves Coverage 


Washington, D. C., Nov. 10.— 
Important increases in the life of 
broadcast equipment, but minor 
losses in coverage and program 
service, are claimed for the wartime 


ported that the several government 


effort to provide adequate replace- 
ments of tubes and parts for broad- 
cast stations. Actual equipment re- 
quired by the military forces must 
be supplied first, he emphasized. 


Option for Small Stations 


The changes in operating hours 
will permit the smaller stations to 
shut down transmitters in the late 
evening and early morning hours 
that are filled by sustaining pro- 
grams, and thus meet the man- 
power problems that have been cre- 
ated by the withdrawal of many 


technicians to the Army signal 
corps and other military branches. 
|Many of the larger stations will 


| 
} 


departments concerned in the con-| 
servation move are making every | 


continue to operate on round-the- 
clock schedules, as requested by the 
Army air forces for air-raid warn- 
ing and location purposes, thus con- 
tinuing to provide “swing shift” 
workers in industrial areas with 
program service. 

The order is regarded in broad- 
casting circles as a flexible and fair 
solution of the operation problems 
that had been created by shortages 
of critical materials and manpower. 
The WPB, which concurred in the 
recommendation, had earlier sug- 
gested drastic curtailment of oper- 


,ating hours to prolong the life of 


tubes and other expendable equip- 
ment. 

The radio order, considered in 
conjunction with prospective cur- 
tailment of paper supplies for news- 


papers and magazines, indicates that 
all important advertising media will 
take slight circulation cuts during 
the war, without much change in 
their relative competitive position. 


Sorenson to Scott 

O. W. Sorenson, formerly with 
the classified advertising depart- 
ment of the Chronicle, San Fran- 
cisco, has joined the staff of Duncan 
A. Scott & Co., San Francisco, pub- 
| lishers’ representative. 


Names Vladimir 


; s . " y | 
Irwin Vladimir & Co., New York, 


has been appointed by McKesson 
& Robbins, Bridgeport, to handle 
export advertising for Calox tooth 


powder, Yodora and Albolene 


{cleansing cream. 


ABP Publishes Album 


“How You Can Help Your Retail- 
ers Solve Their Wartime Problems” 
is the title of a new war album pre- 
pared and issued by Associated 
Business Papers. The booklet illus- 
trates by examples how editors and 
advertisers are helping solve some 
of the problems. Copies are avail- 
able on request to Associated Busi- 
ness Papers, 369 Lexington Ave., 
New York. 


Buy War Bonds and 
Stamps TODAY. 


broadeast conservation program an- | 
nounced by the Federal Communi- | 
cations Commission last weekend to | 


take effect on Dec. 1. 

The FCC, in conjunction with the 
Board of War Communications, 
ordered a horizontal reduction in 
the operating power of all stations 
by one decibel, roughly the equiva- 
lent of 20% in power, but far less 
in range of coverage and volume of 
program service at any point. 

The commission also granted all | 
stations the option of operating a) 


minimum of one-third of the broad- 

cast day instead of the two-thirds 

normally required. Maximum oper- 

ating hours remain the same. 
Change Is Unnoticed 


Before ordering the reduction of 
one decibel in radiated power, the 
FCC engineers quietly tested the 
reduction on several stations during 
the summer months, when recep- 
tion is at its poorest. In some cases 
a greater reduction was made. Lis- 
teners were not able to detect the 
reduction, it was said, even when ‘ 
informed of the change, and no let- ri 
ters of complaint were received. On , 
the other hand, life of equipment 
will be extended substantially, in 


| 
| 


much the same way as the life of eI 
tires is extended by the 35-mile >, 
speed limit. , 
Most radio time buyers, who do # 
not hold electrical engineering de- be 
grees, were stumped in attempting SS 


to evaluate the commission's an- 
nouncement on Saturday. 

The decibel is an electrical unit 
of measurement, actually a ratio for 
measuring the increase from one | 
level of power to another in loga- 
rithmie steps. A reduction of three 
decibels, for example, would be 
equivalent to a 50 per cent reduc- ‘ 
tion in the power radiated by the ai 
transmitter. 

But such a reduction would not 
cut a station’s coverage in half or ( 
its volume of signal in half any = 
more than would a jump from 5,000 
watts to 50,000 watts increase a 
Station’s audience ten times The 
reduction of one decibel will mean 
generally a slight reduction in the 
coverage at the outer fringes of a 
station’s territory, and virtually no 
noticeable reduction in the mer- 
chandisable trading areas near the 
transmitter. 

The commission emphasized that 
the conservation moves were abso- 
lutely necessary. A failure to act 
now, according to T. J. Slowie, sec- 
retary, if new tubes are not avail- 
ible, would force 671%%% of the! 


hr 


In the high pressure production of war materiale 
inspection cards and production charts must be 


“a 


printed on durable materials that can “take it. ) 
Springhill products are ideally suited for these 
purposes — maximum value at minimum cost. 


SPRINGHILL 


TAG e INDEX ¢ BRISTOL 
A Product of 


INTERNATION PAPER CO. 


220 EAST 42ND ST. NEW YORK, N.Y. 


PAPERS FOR PRINTING AND CONVERTING 


ist stations off the air for the 
He re- 


‘ 


f one or more tubes. 


INTERNATIONAL MIMEO SCRIPT 


Ideal for mimeo work 


INTERNATIONAL DUPLICATOR 
More copies, clear reproduction, in assis 
gelatin or spirit process. 
BEESWING MANIFOLD 
Strong, light-weight, water-marked 
manifold paper. 
ADIRONDACK LEDGER 
Economical, strong, water-marked ledger sheet; 
for accounting and records. 
ADIRONDACK BOND 


100%, sulphite; economical, watermarked; six 
colors and white standard sizes and weights. 


THOUGHTFUL PLANNING IS A SERVICE TO THE NATION 
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Chicago Agency Named: been okayed; sales promotion mate-| some qualities can be stretched QUALITY STORY 


Adds Two to Staff 


Schwimmer & Scott, Chicago, has | 
been appointed to direct adv — 
for Vitapac Company, Chicago. 
test campaign has been an 
including radio and newspapers. 
WGN, Chicago, WLW, Cincinnati, 
and three other 50,000 watt stations 
will be used, with 12 newspapers to 
carry 100-line copy. 

Schwimmer & Scott 
David Lewis, formerly 
Atkinson, Inc., Chicago, and Harry 
Jobson, formerly with State Adver- 


has 


tising Agency, to _ its staff. Mr. 
Lewis is a copywriter, and Mr. Job- 
son, an account executive. 
Kirkpatrick to Speak 

Helen Kirkpatrick, London cor- 
respondent of the Chicago Daily 


News foreign service, will speak at 
a dinner Nov. 17 marking the 25th 
anniversary of the Women’s Adver- 
tising Club of Chicago. The meet- 
ing will be held at the Chicago 
Woman’s Club, 72 E. 11th St. 


NOW — 190,000 NET PAID 
ae a 


Shows Increase of 19°o—No Rate Increase 
FOR SAMPLE COPY, WRITE 


OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS 


added | 
with Harry 


| 


Mohawk Gears lis 
Promotion Program: 
to Today's Needs 


Boosts Expenditures 


50% Over Budget 
for Last Year 


Amsterdam, N. Y., Nov. 
realistic appraisal of today’s busi- 
ness conditions, coupled with the 
conviction that the postwar period 
will loose a torrent of consumer 
purchasing power, has resulted in 
the development of a comprehensive 
merchandising program by Mohawk 
Carpet Mills, highlighted by adver- 
tising expenditures that will total 
50% more this year than in 
1941, according to Howard P. Hil-| 
dreth, advertising and sales promo- 
tion manager of the company. 

Reviewing the metamorphosis i 
Mohawk’s advertising policy, Mr. 
Hildreth recalled that last Dec. 7 
all merchandising plans for 1942 
“were in the bag.” New floor 


11.—A 


|covering lines were in production; 


proofs of the spring campaign had | 


rial was ready for the annual dis- 
tributors’ convention. The com- 
pany’s management advised Mr. 
Hildreth that in view of the uncer- 
tainties ahead his program should 
be made as flexible as_ possible. 
“But until we know the picture, go 
right ahead with your plans,’ he 
was told. 


Tents and Blankets 


Since the first of the year a large | 


part of Mohawk’s mills has been 
given over to war production—mil- 


lions of yards of Army duck and_| 


hundreds of thousands of blankets 
have been turned out. 
pany’s extensive machine shop 
facilities have been converted to 
war production, and their personnel 
has increased five-fold. 

In January the WPB cut wool 
consumption to 50% and a _ short 
time later reduced the allotment to 
25%, which is the basis for current 
carpet production. 

Despite this substantial cut in a 
raw material essential to Mohawk’s 
civilian production, ““‘we are making 


some carpet,” Mr. Hildreth ex- 
plained. “The fact that we are 
allowed only 25% of our wool con- 


sumption does not mean that we are 
manufacturing only 25% of our 
product. The industry has found 


means whereby the wool content of | 


@ A lot of 


veloped. 


The protection of tin and foils, of plastics and 
other materials, is being denied to product 
after product to meet the demands of war. 
New products are coming along that require 


new packaging. 


All this you doubtless know. But do you know 


the versatility of paper? 


We know something about that subject, be 
cause we've been making a thousand miles 


of paper a day. 


And we have picked up a lot of information 


that may be useful to you. 


Please get us right. We do not expect to pull 


shelves are going to be empty 
unless new packaging methods can be de- 


s | however, 


Can paper take the place 
of scarce materials ? 


All our research facilities are con- 


centrated on finding the answers. 


the answer out of a hat — certainly not in every 
instance. 


But we've learned the knack of tackling 


We're willing to put our time against yours — | 
and if we can’t help, we'll say so. Why not 


problems and solving them when we know 
exactly what the problems are. 


So we say —why not bring us your problems, 
and see what can be done? 


write us today? 


|‘ pay?” 


The com-| 


| long as it is humanly possible. 


| SC ribe 


| order 


Western Sales Office 


230 Park Avenue, New York, N.Y. 
Mills at Rumford, Maine & West Carrollton, Ohio 


35 E. Wacker Drive, Chicago, Ill. 


somewhat by the addition of other | 
fibers, usually synthetics. And ade- 
quate substitutes for jute are being | 


| used.” | 


| 


Advertising Pays Today 


In reply to the question, “Are 
you producing enough carpet to 
make an_ advertising campaign | 
Mr. Hildreth said: 

“My answer is yes! Because what | 
we are making is still Mohawk, and 
it proudly carries the Mohawk 
label. That label means the same 
fine quality that it has | 
always meant. In fact, it eens | 
more, because it is more difficult | 
to sustain quality today. When a 
piece of merchandise is ready for 
our label, we know that the labora- | 
tory, the product control depart- | 
ment and the manufacturing de- | 
partments have done their jobs 
well and have produced a fabric 
worthy of Mohawk. 

“Therefore, it is worthy of adver- | 
tising. Our expenditure this year 
is about 50% more than last 
year. We have about 100 distribu- | 
tors. The big majority of them) 
have built their business on Mo- | 
hawk. We believe that we should 
support these distributors just as 
And 
that consumer 
helping them, we'll 
have it as long as it 
I do not wholly sub- 
to the theory that a manufac- 
must keep on advertising in 
to protect the name of his | 
product. I don’t know whether our 
mill believes that or not; we have 
not yet had to face this problem. 


today 


since they report 
advertising is 
see that they 
is practicable. 


turer 


Urges Patriotic Theme 


“I should qualify that statement, 
by adding that I do be- 
lieve a company which has no mer- 
chandise to sell may well use con- 
sumer space to preach the gospel of 
conservation of its product, if the 
copy is written from an entirely 
unselfish, patriotic standpoint.” 
Because it is in a position where 
merchandise must be allotted to| 


| ble-barreled purpose, 


| dealers. 


| with the Retail Viewpoint,” 


me he Sy a ES Ea 
y The ene wag of carpet im America iy 
3 tes you Leaky Wal Exdures 
pe 3 


Py. 


SORE > 


Fs / 
hie 010K 


—— : 


MOHAWK 


ee 


RUGS anc CARPETS Se ba te 


ee v 


Although its rugs and carpets now are 
limited in quantity because of war pro- 
duction, Mohawk Carpet Mills has 
boosted its 1942 advertising fund. This 
magazine copy, in full color, emphasizes 
quality and the value of the Mohawk 
label on products still offered. 


distributors, Mohawk has curtailed 
its trade campaign, Mr. Hildreth 
went on. “However, we are giving 
our distributors some very valuable 
help in another direction. We have 
not cut our own sales staff. Our 
salesmen are working very closely 
with distributors, calling on their 
trade with them. This has a dou- 
helping to 
cement distributor-retailer relations 


and, equally important, it gives the 
mill a line on how the retailer is 
thinking.” 

Mohawk’s monthly house organ, 
which now reaches about 45,000 


floor covering retailers, is playing a 
more important role than ever 
fore in maintaining a liaison with 
For the past three years 
the company’s trade promotion has 
been keyed by the slogan, ““The Mill! 
and this 
is being emphasized at 


be- 


philosophy 
all times. 
“We have tried to key our promo- 


ethe twins 


define close 


dealer, station cooperation 


The “Twins” play a dual role in 
the rich, populous Texas Gulf Coast 
markets. They entertain and sell 
consumers thru highest rated net- 
work programs. And the “Twins” 
work in closest cooperation with a 
considerable number of the smart- 
est, most wide-awake merchants in 
both Houston and Corpus Christi. 


If there is any information you wish 
concerning the relative sales posi- 


@ Represented Nationally by the Bronhom Compeny 


KAXYZ 


tion of your product against com- 
petition . .. or if you wish to 
determine the potential markets in 
metropolitan Houston and Corpus 
Christi, the “Twins” will now sup- 
ply this information in jig time. 
Let us prove to you today what 
“merchant-dising” means in terms 
of closest manufacturer, distributor, 
dealer, consumer relationship. Drop 
us a note right now. 


HOUSTON — BLUE, MUTUAL AND LONE STAR CHAIN 
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jonal, material to the retailers'|ness and industry are not killed by Cadillac TransfersShepard Griffith Manages KFMB Campbell-Ewald Co. 
needs,” Mr. Hildreth explained. “We | legislation, and if initiative remains Harold W. Sh 4 age H or Griffitt Ch S 
do not produce a promotional piece! one of our American birthrights, th ly b ter ’ if Cadillac f eel rosie Cox rhe ee | anges Structure 
merely because someone at the mill| competition will be fast and furious + Car y Al 20 7 a sere peli genes Pacific Seoul caumname a“ Campbell - Ewald Company of 
; likes it, or thinks it will do a job| and more than ever it will be the Corporation ” tone Loom trameierend ome we Wilson Company hoth N.Y... Inc., has been dissolved, but 
for the retailer. We know because survival of the fittest,” Mr. Hildreth to Chicago as manager of the Cadil- station representatives, has’ suc- | ‘P¢ ve _— — se ny 
we et find — 4 observed. lac branch. He _ succeeds Victor ceeded the late Lb gl B. Wor- Gausane. Cateot apne wwe 
Envelope stuffers, reproductions , , , C. P. Dreiske, who has joined the cester, owner of KFMB, San Diego, ial tal X =e 
of Magazine advertisements and Feediets wustwer wees = Ory Navy as a lieutenant commander. as managing director of the station. amen yi a —— or racing 
window display suggestions are an “The public 1S readying itself for Mr. Shepard has been succeeded in Mr. Grifffth will divide his time be- eta ick . FD. i he a bon 
integral part of the sales promotion the ripest, wildest buying orgy it) Detroit by J. E. Robert, who has tween Hollywood and San Diego, oom Me mscane! at Cam sbell-Ewald’s 
program. Even more _ important, | _has ever undertaken. Mr. and Mrs. been Detroit branch sales manager |and will maintain his regular busi- Oty : aang ——*= 


nowever, is the intensive retail sales | AMerica are freeing themselves of since 1934. ness activities. New York operation. 
. training instruction sponsored by | financial entanglements. They are ae scinseeainnecoen 
: Moh awk. | cushioning themselves with savings Cleqner Names Agency Gives Up Account MAILING SERVICE 
“The average retail floor covering | sews - a waa an a or Goldman & Gross, Chicago, has Sidney Garfinkel Advertising 
salesman has two strikes on him | °&8C*'og when peace comes. Finan- | 1 en appointed to handle advertis- | Agency, San Francisco, has resigned Multigraphing — Filling-in 
before he starts to make a sale,” cial statistics at the present time ing for The Dri-Kleen Company, from the account of Hastings, men’s : , ; 
Mr. Hildreth said. “He knows soem Se indicate that the public will Chicago. Advertisements have been apparel store, San Francisco, effec- Addressing Mimeographing 
2 nothing about the merchandise he is | be ripe for penengeadahr promotion scheduled for each issue of Ladies’ tive Jan. 1, 1943. Expanded na- 
nandling—nothing about its history,, Wen industry can again get into a| Home Journal during 1943, and in| tional business was the reason ad- THE LETTER SHOP, Inc. 
> ts manufacture, its value as a deco- | COMpetitive civilian production.” several trade publications. ivanced for relinquishment. 440 S. Dearborn St. Wabash 8655 
i rative element. He cannot explain 
the difference between Wilton and 
e Velvet and Axminster. He does not 
)- know the relative wearing qualities 
is yw the comparable grades of the 
is three Weaves.” 
t Classes Grow Rapidly 
In January, 1941, Mohawk started 
9 a course for retail salesmen. At 
ad first an attempt was made to limit 
th classes to 20 men, but before long 
1g yegistration crept up to 40 per class. 
le The men stay in Amsterdam for five 
ve days, paying their own expenses. N the opinion of qualified 
ul They spend three days in the mill 4 ‘ awe a 
ly and two days in classrooms under "on tree authorities, the Gen- 
it the guidance of competent instruc- ye eral Grant tree in General 
1- tors. The course covers design, color, Grant National Park is con- 
to interior decorating, handling com- i : 
ns plaints, furniture styles, blueprint ‘ sidered to be the oldest 
le reading, estimating and _ practical Lae f/ living thing on earth. 
IS selling tips. At the conclusion of 
the course the salesmen take a In the opinion of another 
n written examination and those who 4 : a ; 
0 pass receive a diploma and lapel o. group of authorities—radio 
a pin. Last year 460 salesmen took a time buyers—WTIC is rated 
“ jon ry coming from as far away : P as the finest medium for 
I's The pressure of war work led to 5 reaching the wealthy South- 
iS the discontinuance of the school last “ha ern New England market. 
i] June, although a refresher session A Here, where radio ownership 
IS was tested in July. An entirely new 7 , ; ; 
at curriculum has been formulated 4 and per family purchasing 
which can be put into effect within =. power are 12.9', and 50.8', 
- Fe 30 days. — : ’ m 
— Mohawk believes that the manu- | veapectinety aave Che — 
facturer can do a good consumer tional average, people with 
advertising job, but no promotion | * an ingrained habit of list- 
can replace local advertising by | es . ar" . 
alors, Mr. Hildreth said . The | _* ening to WTIC await your 
company does not share in the cost ~F sales message. Let us carry 


of local space, although it assists 
dealers with copy suggestions and 
free mats. Currently Mohawk _ is 
urging its dealers to discard the 
dominant price appeal theme that THERE'S NOT ANOTHER 
has marked floor covering copy in LIKE IT! 

recent years, and to substitute z 
instead a quality story. 


it to them and you will be 


convinced that 


Dealers Use Radio 


In discussing dealer advertising 
problems, Mr. Hildreth observed 
that radio is apparently winning 
increased acceptance by Mohawk 
retailers. Last year 8,000 one-min- 
ute scripts were furnished by the 
mill for use locally, and currently 
both scripts and one-minute drama- 
uzed recordings are being distrib- 
uted 

In the postwar period, “if busi- 


es 


Collins, Miller & Hutchings 


Photo-engravers in Chicago 


_ Member of NBC and New England Regional Naharerk 
Represented by WEED & COMPANY, New York, Boston, 
: Chicago, Detroit, San Francisco and Hollywood 


07 North Michigan Avenue 
Franklin 5854 
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coon —— — 
Malcolm Rollins St. Louis Retailers NOVEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES : 
‘ ‘ e 6 € « 
Leaves ‘Good House Urge Early Shopping Frege Fe Mera yo ee eannitin IS 
: : . "aes zines ‘ages zines ages zines ages on 
Malcolm G. The Associated Retailers of St. GENERAL *Personal Romances 9.4 4,052 9.9 1.254 - 
Rollins has re- Louis has launched an advertising | *Ace Fiction Group 4.8 2 206 10.2 2,285 | Photoplay-Movie Mirror 
signed as_ pro- campaign to promote the idea of | tActual Detective 5.2 3,516 .... ‘a CUED: be sedsdicawscvees 35.2 15,084 31.3 15.448 Wi 
motion manager starting Christmas shopping three American a 42.8 18,352 34.3 14,693 | Radio Mirror (Mac). 26.9 11,526 23.1 o> 
el of Good House- weeks ahead of the usual after-| “American Forests 4.3 1,806 8.0 3,360 Romantic Story (F) 30.9 13,292 4 11.563 ’ 
Sand it Cl ome ye 7.563 28,286 Scree i . 5 er 20.0 3,619 1G 
keeping, to join Thanksgiving starting date. re A- - + " rar ase rte eee +P wry % er — rig + — o- & ( 
~ P- a“ . . . . way | AMerican seeion ; » 2 608 is 126 |Screenlane ee yee 26.2 wae 23.2 89 
C. L. Miller Com- Radio, outdoor and street car |‘ \i, - 2.3 999 3.8  1,652|Sereen Romances (MM).... 34.9 14,959 29.9 12.829 | 
pany, New York advertising are being used in the fenuty & Health Be , 9.1 Reet POS ts oc eGgaadaneeens 18.1 12,277 a 
agency. campaign revolving around the Better Homes & Gardens... 40.1 25,369 52.9 33,482 | lTrue Confessions (F)..... ee | 15,077 33.5 1 ‘ F 
He was with phrase, “A shopping trip now is) joys’ Life . eessanan 6.8 639 84 8.689|True Experiences (Mac)... 29.2 12,722 23.9 1 a 
Hearst Magazines worth two in the rush!” Olian Ad- Child Life ys 7.6 3.259 5.9 »570| True Love & Romance = O 
for 11 years, hav- vertising Company, St. Louis, han- | Christian Herald ; 21.6 4,281 24.5 10,527 | (Mac) ......see00- 28.8 12,367 25.5 2 
. : : - ” « 9 ¢ 924|/True Romances 30.2 2, 27. ° 
ing served as dles the campaign. Columbia =. heh ae ot 8 3.914 2.9 1,939 Fate “ mances (Mac). $4 yee ie 11.92 in 
. ‘os , rlits ‘ | 3 5. 9 7 PUSS BUOTY cccvscesecvsovsere é. eo - « 9 
promotion man- Suet srcn, aes ne ae ae wt “ee a ; pigs + alt fi 91.8 58,070 124.1 7 7 
¢ _ " . youn , sife . see owes o%.6 (,016 4 CSC evessesesscsesssevee : —? pag . ‘ 
ao “ vag so tl Launches New Campaign *Dell Detective Group 14.6 6.261 11.1 4.763 | Woman's Day ............ 8] 14.214 30.7 12.199 Was 
potitan trom I: ‘ . Rollins s ° Duns Review 6.7 2.900 9.1 3.4917} Woman's Home Companion 69.5 7,276 59.3 4$1).299 Po ers 
until early this in Industrial Areas Elks .... {oe 7.9 3423 = 8.7 3,736 |*You definit 
year, when he switched to Good Omega Chemical Company, Jer-| Esquire (National) 6.1 87,706 66.8 44,863 ; nr the Ww 
Housekeeping. Previously he was sey City, has initiated a drive for |*Extension ... 8.9 6,121 10.9 7,511 Total Group . at 665,432 1,318.7 ¢ 24 tive m 
with Conde Nast publications and! Omega oil to reach workers in war | Faweett Men's Group 7.6 3,248 10.1 226 | Pend niece MAGAZINE — mown 10.7 . mpor' 
*+Fi a he 9 452 ne can er o- e: : : ’ 7 
J. Walter Thompson Company. industry centers throughout the - a linia 144 11.304 125.5 Ry /tAtlantie Monthly 13.0 18,060 32.8 <1 jecade 
. we rortune ‘ ‘ ‘ ‘ 7) lie 25.0 iMiole | oe ‘ uO . _ gk: = | 
= ee = rT , 34-] Front Page Detective 13.3 5,711 10.9 1,692 | Harpers Magazine 28.9 HST5 $2.6 if publis 
Sl 1€ campaign Will employ J4-1INe | eGrade Teacher, The 13.7 6,036 11.1 1,877 | factur 
<a Appoints Gray & Rogers newspaper insertions and one-min- | «¢syide Detective Unit : 1 3.486 5.4 3.687 Total Group aes 82.9 26,944 86.1 ( we the 
Gray & Rogers, Philadelphia, has ute spot announcements. Cecil & |#*Hillman Detective Group 10.2 4,382 fen OUTDOOR a . 99 ‘The 
y been appointed agency for the M. A. Pr esbrey , New York, is the agency. | House Beautiful 10.3 25,468 14.7 24.542 | American Rifleman ; 25.9 10,93 23.4 1% 
. Bency : j str F 14,802 34.4 1 jepen 
Hanna Company, Philadelphia, an- ee Sie House & Garden... 34.7 21,946 48.5 30,636) Field & Stream. . 4.0 a soe - lepen 
thracite coal operator. *Improvement Era 22.3 9,535 25.5 10,914 | Fur-Fish-Game ..... 16.5 r O82 se. be pranc! 
i j Instructor 14.1 4.676 15.4 10,517| Hunting & Fishing 11.5 951 12.9 75 — 
0° ey o1ns gore Mect i Illustrated 9 6.710 35.7 8,003 | Outdoor Lif 27.8 11,908 28.9 Tf me 
Mechanix ustratec B9.§ 7 35.4 o oo MES sees ried 2 ee aed ! lanier 
Harvey H. Dooley, formerly adver- | +*\yoose Mayvazine 8.2 3.504 5.5 2.378 | Outdoors 5.0 2,158 5.1 factur 
LINEAGE INCREASE 152° tising and merchandising manager! *Motor floating 51.5 40.22.0772. 22,698 |? Outdoorsman 1.8 (221 17.6 sumer 
FOR DECEMBER 1942 / of National Enameling & Stamping | National Geographic 23.2 5,52 27.0 6,433 | Sports Afield 0.4 8,73 20.2 0 tobacc 
Company, has been appointed gen- | Nation's Business $4.5 19,111 $2.1 18,079 7 . <a. wane t Dist 
“s alec ang . ; . *Nature Magazine 1.9 2,111 5.5 2,364 Total Group 1o8.0 Haat doald ’ 
{eral sales manager of Kilgore Mfg. _ : ‘ sales 
. : : Open Road for Boys RS 2 504 DS 2.471 MAIL ORDER « 
Company, Westerville, O., and will rene! nage Bow callow onda Pre 139,368 79:9 17,898 | ?Comfort 1.9 69 bers 
> seneleiim 4 sctic ¢ . oY opular Mechanics . 4. so" aa. sh ele : * , 97 v4 : 
: IS IT ON YOUR SCHEDULE? 5 ge ~ yo — a |*Popular Publications 17.1 3824 18.3 $110 | Mother's Home Life 3.4 2.405 2.4 876 iropp: 
cial sales of the plastic, Pullmate P “rt ara ae a © ee Woodmen of the World 2.4 1,028 1.0 42) : 
— ’ opular Science 63.2 14,152 69.7 15,611 n 192 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. and toy divisions. ‘Redbook .. 37.0 15.883 2 9 13.797 | : Pr — . “4 
*Rotarian ; 3.8 1,608 ou 2.979 | Total Group 9.8 = vio a re : 
a ot li eae 09 98 = “4h OCTOBER WEEKLIES nanu! 
Scientific American 1,284 a1. 4,94 a ae 20.0 
*Secrets “a ne 15.2 6.510 11.1 1,741 |*American Weekly 34.0 $1,688 ov. "4 branc 
*Street & Smith Fiction | ‘Business Week ‘ 285.1 sat 165.4 Mo tal in 
Group 11.8 2,632 21.9 2,888 | (Collier's . ve TOG 9,476 175.1 11 93 Bi 
‘ or ‘ule 9.5 2G 816 67.3 7 20.0 ¢ 
*Sunset 24.3 10,450 25.1 10,782 | ue . . 09.6 29,8 
*Thrilling Group 18. 1,175 21.4 1,788 |'Family Circle oe owes 4p 
Town & Country 11.2 20,958 OV. 10,668 | Forbes + ‘ york 16 a : 
Travel r $14 3.8 »419 | Grit if 5.001 19.6 sp 
True Detective 10.1 1,317 ' $085 | Liberty he. 18,386 o.d - “ The 
‘Yachting 5.4 28,716 5) 24,964 | Life 296.5 201,587 291.4 198147 in the 
53.9 36,627 32.9 , ‘ 
Look | wees ds pyr 97 «(12-413 factu 
Total Group 1448.6 543,822 1,246.0 5,618 | *Movie-Radio Guide 15 S 10,62 sigh ‘ pint: $755.5 
WOMEN'S MAGAZINES Newsweek 19 6865s Ie eon 
‘American Girl ‘ 1.0 1700 Hou 2 468  *New eas Times — oo ae 5 2 re —_ 
*Charm 24.4 10,483 1.0 N,151 | ‘New Yorke ha ng wha = throu 
Glamour $2.38 13860 33.7 14,435 | Phe +r oe EP This 
Giood Housekeeping 06.5 41.410 1001 12.960 | ‘Saturday Evening Post paie 180 ahs = “ l 0 in 19 
Harper's Bazaar 57.4 > 79.3 248 | 8’ Scholastic 17.9 (a14 = ° sd a! e 
Holland 13.5 10,215 11.2 S489 /8This Week 0.0 12,556 3o.4 7 ‘ manu 
‘ - 2G = bes 32) Time 275.4 118,131 260.8 HIS talled 
Holywood (F) — — , yee ry — : . . « N « The TIS. ieee) 82.0 7 
Hlousehold 16.0 10,902 21.9 14,930 United State New \ Du 
Ladies’ Home Journal R75 5Y,534 S601 S574 ; 7 z $3 
Mademoiselle 84.4 86.206 8.8 $1,113 Total Group 2,2% » 1500, 504 O56.5 1,104 she pea 
. - - m+ » Who 
MeCall's 14.2 0,421 TLS O20 
Modern Romances (MM) 0.2 12,951 2N.0 12,027 *Figures furnished by publisher than 
Modern Screen (MM) 44.8 14,914 1.200 13,402 Not included in total , a 34.2° 
Motion Piceture (F) 7.6 16,18 4.8 14,52 1942 format 420 lines; 104 format eas ines , 
pee Life 14.4 6,192 14.1 6,06 $1942 format 850 lines; 1941 format 1,030 line - 
|*Movie Stars Parade 14.3 6,142 12.5 37) October figures nS | 
Movie Story (fF) 38.4 16,462 4.4 14.464 November-December issue large 
NR ened 14.6 6,263 14.1 H,0688 | November fikures (prot 
E- Fersetas’ (6. ¥, Metre. WA} SR She SRS NT! amin ines back years. sla tions 
flarents’ (National) 14.8 21,382 wt 1.054 Five issues both years he 
1929 
e a 1939 
‘ : | L9de 
r P e e | Weeklies’ L ‘ 
attracts important p opl eeklies’ Linage | Eureka Names Reiss Launches Comedy Show) fp ser 
S 10 2% Eureka Specialty Printing Com- “Anything for a Laugh,” a new plant 
. cores 04 /O pany, Scranton, Pa., has appointed |radio comedy show, has bee! n 19 
—and we meat advertisers s f b Reiss Advertising, New York, to launched by Gallo wines ove Sta- 
ain tor cto er direct the sales promotion and ad-| tion KHJ, Los Angeles. Ted Dah 
, =e e a vertising of its line of gummed) and Gay Stevens are producing the Th 
New York, Nov. 12.—October | jabels, {show for Charles Mayne Agency pack 
c her Winchell and The P ee |issues of weeklies continued their 46.9" 
Andrew Jergens 0. — Wa ter Winchell and The Parker Family upward linage surge with an in-| wn 
Bristol-Meyers — Dinah Shore | crease of 10.2% over the comparable | 
Coca-Cola — Spotlight Bands ones o 4 Pian ii relates 
Ford Motor Co.—Watch the World Go By month in 1941, according to an ee ‘ 
General Foods — Don Winslow | ADVERTISING AGE computation based ir) 
General Mills — Jack Armstrong and the Lone Ranger on Publisher’s Information Bureau ; : 
Longines-Wittnauer Watch Company — Symphonette | data. Advertising volume for Octo- | T H 0 R 0 U G | LY T ¥ A | N E D ; | 4 
Miles Laboratories — Quiz Kids |ber, 1942, amounted to 1,300,394 | woos 
ne Sachs oe i ——- Hour lines, against 1,179,866 lines for | : 
Socony-Vacuum - Raymond Gram $ wing ; October weeklies a year ago. 
Walgreen Drug Company — L p-to-the-minute News a te we ai Sa, na os e 
Williamson Candy Company — Famous Jury Trials n the women's magazine group, 


Complete list on request 


Yes, we mean advertisers—big ones whose products are 
household names. Many are now using WENR and 
getting the extra value WENR offers all advertisers in 
the rich Chicago market. But that’s only half the story. 
The splendid programs of these advertisers are also 
attracting more and more listeners to WENR, building 
a loyal audience that is becoming increasingly valuable. 

Now is the time to climb with WENR. It’s an oppor- 
tunity you seldom find. WENR is not only the best 
buy in Chicago but has a brilliant record of perform- 
ance. Ask any Blue Spot Sales representative for details. 


CHICAGO'S BASIC BLUE NETWORK STATION - 50,000 WATTS + 890 Kc. 


1S OWNED AND OPERATED BY THE BLUE NETWORK COMPANY 
REPRESENTED NATIONALLY BY BLUE SPOT SALES 
‘SAN FRANCISCO 


NEW YORK + CHICAGO 


anew 


HOLLYWOOD 


DETROIT 


| November 


linage showed a decline 
of 1.7% from the figure for Novem- 
ber, 1941, while general magazines 
dropped 8.7%. 


- + COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 

TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


Jury Selected for 
Business Paper Contest 


The Chicago Business Papers 
Association has announced the per- 
sonnel of the jury of awards which 
will select the winner of the com- 
petition sponsored by the associa- | 
tion for the best all-round use of | 
business paper advertising in 1942, 
as follows: 

Sterling E. Peacock, N. W. Ayer | 
& Son; Wallace Meyer, Reincke- 
Ellis-Younggreen & Finn: A. H. 
Fensholt, The Fensholt Company: 
Maurice J. Swan, International 
Harvester Company: and Sherman 
J. Sexton, John Sexton & Co., all of 
Chicago: and George Callos, Allis- 
Chalmers Mfg. Company, Milwau- 
kee. Entries will be received until 
Jan. 31, 1943, and the award will 
be announced early next March. 


rom 


—— 


Publishes Booklet 
The Texrope 
Chalmers 


division 
Mfg. Company, 
kee, has published a new 
entitled, “Plain Facts on 
Care of Rubber V-Belts.” 


of Allis- 
Milwau- 

booklet 
Wartime 
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une _— 
Py . . 20.3°% in 1935, and rose to 22.9% through wholesalers and jobbers Sales to industrial and other To Head Chicago Office 
Distribution in 1939. dropped from 44.9% of the total in a ge: eee es 26.0 ai Wein anh od Win 
Fa In the drug and medicine field, | 1929 to 39.5% in 1935 and 40.8% Sales to consumers at retail. 1.6 Chicago leet aie of Station WOR 
{ - sales through manufacturer-owned in 1939. uP New York. for the past five years. 
f h | Sh wholesale branches or offices rose The total manufacturers’ sales for Champion Urges Salvage has been elected vice-president in 
ae Wl ( § own from 16.6% of the total in 1929 to all classes of goods in 1939 were Champion Spark Plug Company j; 


llc charge of the Chicago office of 
28.4% in 1935 and 29% in 1939, distributed through the following has opened a nationwide salvage 


' Joseph Hershey McGillvra, New 
69 8 while sales to wholesalers and job- | channels: campaign among its dealers, urging) York. He replaces Joseph R. Spa- 
69 in ensus U y bers fell from 42.2% in 1929 to Sales to or through own them to break down old spark plugs dea, who has taken a leave of ab- 
29 341° in 1935 and 36.8% in 1939. wholesale branches. or and contribute them to the U. S. sence to join the Army air forces. 
Fact B hee Tal In the drug field, sales direct to| offices ................ 22.4% prio ale edhe ee ap ck ae ; ———— 
1 ac ory rancnes !aKke consumer fell from 4.5% in 1929 to Sales to or through own vielded 1,001 sounds of po ae Craig Replaces Stowell 
. ones . a tail s ae? it > ‘ . re Walter Craig, formerly program 
ver More of B 2% in 1935 and 1.1% in 1939. retail stores l metal. 5 rly progr 
in 1929-39 on eee The shift to factory - owned Sales to wholesalers and job- a director of station WMCA. New 
in branches was also evident in per- BEE CS prashrak rac eee ees 25.1 . ork, has succeeded Esty Stowell 
‘fumes, cosmetics and other toilet Sales to export intermedi- Named Art Director as business manager of the radio 


John Van Orman, a member of department at Be ‘les 
Pe peeme. Seeeet ee P . d i an, ; pi ent a enton & Bowles, 
Washington, D. C., Nov. 10.—A_ preparations. In 1929 sales aroun ATIES ... 6... ee eee 4; Re the art department of Buchanan & New York. Mr. Stowell has re- 
jefinite tendency to “short-circuit” | these branches amounted to 2.6% of Sales to retailers for resale. . 19.6 Co., New York, for the past six signed to accept a lieutenant’s com- 
the wholesaler and other distribu-|the total. This rose to 11.1% in Export sales direct to buyers years, has been appointed art direc- | mission in the U. S. Marine Corps 


tive middlemen was one of the most |1935 and 16.1% in 1939. Sales in other countries....... 2.3 tor. reserves. 


mportant trends of the 1929-1939 


jecade, pointed up in the recently 
Accuracy and timeliness of ‘‘news content” coupled with reader ‘‘responsiveness” 


if published “Distribution of Manu- 
facturers’ Sales,” the fifth volume 
f the 1939 Census of Business. 
49 The shift of distribution from in- | 
45 jependent wholesalers to factory | 
branches was demonstrated both in 
the reported figures for all manu- 
facturing concerns and in such con- 
sumer goods as packaged foods and | 
tobacco products. 
Distribution of manufacturers’ | 
sales through wholesalers and job- 
bers for all manufactured goods 
jropped from 32.8% of total sales 
n 1929, to 26.5% in 1939. During 
07 the same decade, distribution of 
nanufacturers’ o w n_- wholesale 


‘4 Til branches rose from 17.5% of the to- account, in part, for an increase of 120 new accounts (from January through the 
- tal in 1929 to 21.7% in 1935 and 
23.8% in 1939. - ‘ ‘ 
November 13th issue) added to the 126 accounts renewing their 1941 schedules. 
Cigarets Are Example 
The shift was especially marked | 
n the sale of cigarets. Of manu- | 
- facturers’ 1929 cigaret sales of | - m i ; 
EP cr55.246,000, virtually the entire High executives in Industry and 
© B® marketing volume, 99.6%, went| Government consider The United Batten, Barton, Durstine & Osborn, Inc. 
through wholesalers and jobbers. Eldorado 5-580 
re This percentage dropped to 62.6% ates News MUST reading. . 
soo [Ein 1935 and 59.7% in 1939, when St , 8 383 Madison Avenue, New York . 
manufacturers’ sales of cigarets to- | +s 
oat talled $1,031,165,000. FROM AN OFFICIAL IN THE DEFENSE CON Advertising 
During the same period distribu- : 
tion through manufacturers’ own) TRACT SERVICE: “. . . [lave placed it on October 8, 1942 
wholesale branches rose from less a ‘ rrr » The United States News, 
than one tenth of one per cent to | ///¥ weekly “nus? reading. 30 Rockefeller Plaza, 
34 2% in 1935, and dropped to 33% New York, New York. 
in 1939. The drop in sales through | _ y La | THE DIVISION oO} 
this channel in 1939 was taken up FROM AN OFFICIAL IN 1 : ; 
largely by sales direct to retailers | PURCHASES: ©. . The only mag razine of Gentlemen: 
(probably largely chain organiza- 
tions) which rose from 0.4% in| its type that I do ee regularly.” Before introducing last month the "What's In A Name?" 
1929 t¢ oO. ;j Rs 9% j . 
aw fy 188 to 3.1% in 1935 and 6.2% in| campaign in mass magazines to maintain the public's 
1939. Sales of cigarets to industrial | a tandin f "Ethyl" trad k ¥. 
y users (through vending machines in| FROM A MEMBER OF CONGRESS: ae e undersvan g 0° y. as 4 trademark name, we pu 
_ plants and canteens) rose from 0.1% _ ae ; ; lished a black and white page in the June 5th issue of 
one n 1935 to 1.1% in 1939. to the pages of The United States News The United States News to establish copyright. This 
we Packers Change Method to get the summary of what the Govern advertisement, like those currently running, carried 
the The trend was reversed in meat |) 44 i. Joine from week to week.” a coupon offering a booklet of given-name meanings. 
: * a ment 1s doing from week to week. 
y. packing. In 1929 the packers sold ‘ 
= 46.9% of their output through their Since The United States News is not a "mass magazine" 
re reg cae aes ta in the usual sense of the term, my own guess was that 
droppe 34: 35 ¢ 30. 
899. During inn elie andted sale we would receive about 250 coupons. Actually, 1571 
through wholesalers and jobbers came in over a period of six weeks and from all sec- 
dropped from 17.8% in 1929 to tions of the country. 
12.3% in 1935, then rose to 16.4% 
2 oa) This seems to be a rather remarkable record, partic- 
rose from 30.6% in 1929 to 44.6% py h it i lized that th 
n 1935 and 45% in 1939. arly when it is realiz a e page had not 
The tendency to shift to com- appeared elsewhere and the advertisement did not 
pany-operated wholesale branches feature the booklet itself. 
was strong in flour and other grain- 
mill products. In 1929 40.3% of the 
listribution went through whole- pe si iy yours, 
salers and jobbers. This dropped 
to 30.9% in 1935 and 26% in 1939. “ 
Sales direct to retailers dropped 
r 27.1% > tote 929 
we StL of the total In ieey wo (Woconte iy inssiio, Jr. 
The United States News, closely read, Vice President 
isa “responsive” medium. BOSTON + BUFFALO + CHICAGO «+ CLEVELAND + HOLLYWOOD + MINNEAPOLIS - PITTSBURGH - SAN FRANCISCO 
| 


OTIS MORSE, IV 


Program Director 


Among all newsweekly magazines (for the first 9 months 
1942) The United States News has registered by far the 
largest percentage of gain in advertising linage—38‘,. 


The United States News > 


Daniel W. Ashley, Vice President in charge of Advertising 
YORK PENNSYLVANIA 


Netonal Representative: The Walker Co 


Note: Of the male subscribers to The United States News (excluding all women) 48.5. specify or okay industrial purchases. 
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Four A's Reelects 
Miner, Gerber 


Dan B. Miner, president of Dan 
B. Miner Company, Los Angeles, 
and Joseph R. Gerber, president of 
Joseph R. Gerber Company, Port- 
land, have been reelected gover- 
nors, for two-year terms, of the 
Pacific Council of the American As- 
sociation of Advertising Agencies. 

Other governors continuing in of- 
fice, whose terms expire in 1943, 
are: Raymond P. Kelley, secretary- 
treasurer, Syverson - Kelley, Inc., 
Spokane; James C. Knollin, presi- 
dent, Knollin Advertising Agency, 
San Francisco; and Terrell T. Mc- 
Carty, president, The McCarty 
Company, Los Angeles. 

To Young & Rubicam 

Otis T. Wingo Jr., formerly Wash- 
ington editor of Executives War 
Digest and Washington commenta- 


tor for Station WMCA, and Harold | 


A. Smith, formerly promotion man- 
ager of Liberty, have been appointed 
to the public relations department 
of Young & Rubicam, New York. 


GOING AHEAD — FAST! 


IN CIRCULATION—IN ADVERTISING 


é te 0 cn Your Schedule? 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 


a 


Public Relations 
Work Discussed 
at Dallas Meet 


Dallas, Tex., Nov. 10.—Possibili- 
ties of public relations activities as 


| officio 


a means of supplementing diminish- | 
ing agency commissions came in for | 
serious consideration here last week | 


at the one-day annual meeting of 


the Southwestern Association of 
Advertising Agencies. 
Several association members at- 


tending a round table discussion of 
the entire war picture, conducted 
by Don Watts, president, Watts, 
Payne Advertising, Inc., Tulsa, 
agreed that changed _ conditions 
brought about by the war give 
advertising the opportunity to be- 
come the voice of management for 
interpretation of its policies to the 
| public as well as to its own em- 
| ployes. 
| Public relations methods were 
|described at an executive session, 
|at which members also discussed an 
| exchange of ideas through publica- 
| tion of a regular bulletin, the ques- 
tion of how much time and service 
agencies should be expected to do- 
nate to the government, and a cam- 
paign to knock out the racketeering 
fringe in advertising. 

Mr. Watts was elected president, 


| 


| fice 


succeeding Rowland Broiles, presi- 
dent, Rowland Broiles Company, 
Fort Worth, who was named ex- 
director. Dale Rogers Jr., 
president, Rogers-Gano Advertising 
Agency of Texas, Houston, was 
elected vice-president of the asso- 
ciation and Alfonso Johnson, Dallas, 
was reelected executive 
and treasurer. 

Meeting here Nov. 6-7, members 
of the Tenth District, Advertising 
Federation of America, concluded 
their sessions by electing Willard 
Agolf, Tulsa, district governor; 
Rowland Broiles, Fort Worth, first 
lieutenant governor; Herbert Ken- 
ney, New Orleans, second lieutenant 
governor; and J. Robert York, 


| Tulsa, secretary-treasurer. 


Names Keelor & Stites 

Cc. S. Dent Company, division of 
the Grandpa Soap Company, Cin- 
cinnati, distributor of Dent’s tooth 
gum and tooth drops and Dent’s ear 


secretary | 


drops, has appointed Keelor & Stites | 


Company, Cincinnati, as its adver- 
tising counsel. Magazines, business 


papers and direct mail will be used. | 


Owens-Illinois Moves 


Owens-Illinois Pacific Coast Com- | 


pany has moved its Los Angeles of- 
from 15th and Folsom Sts., to 
the Butler building, 135 Stockton 
St., in order that the Army medical 
corps may occupy its former space. 


' — 


yaewt “8 


od , 
z=) that KPO 1s the best 


hen 


or cost-per-listener (“+ 


Or 


on any other basis the answer ts 


always KPO! Thats why rl 


advertisers find that it pays 


to buy KPO. 


Get the facts...and youll 


50,000 HIGH FIDELITY WATTS 
NATIONAL BROADCASTING COMPANY e RADIO CITY « SAN FRANCISCO 


a] New York « 
Cleveland « 


REPRESENTED BY NBC SPOT SALES OFFICES 
Chicago -« 


Denver « 


San Francisco « Boston 


Washington « Hollywood 


buy 


| 
| 
| 


_ Getting Personal j 


It’s now four boys for William McCluskey, manager of WLW Pro- 
ductions, Cincinnati. The quartet was completed when Pat came 
along to join Billie, Danny and Mike. . . Larry E. Gubb, chrmn. of 
the bd. of Philco Corp., has been elected president of the Cornell U 
alumni ass’n. . . Capt. David H. Crooks, formerly in charge of public 
relations for Kroger Grocery & Baking Co., Cincinnati, has been pro- 
moted to a major in the post exchange service. . . 

Add odd honors: Don E, Gilman, v.p. in chg. of the Blue’s western 
division, has been created a Kodiak colonel by the governor of Kodiak 
Island, Mary Sather. . . 

George Lasker, g.m. of WORL, Boston, accepted a flag yesterday 
from John E. Lee, Massachusetts commander of the Veterans of 
Foreign Wars. The flag represented the outstanding contribution ip 
radio to the VFW’s annual drive... 

Harold M. Mottram, of Mottram Advertising Co., Milwaukee, 


as 


GOOD CAUSE FOR A TRIPLE CHEER 


Tu ig Rag EN ac A a eR cad So oe er Se Ege oe: oa ey 
: ‘ -e $ 


¢ 


C pate weet, o 4 


Wk FATHERS 


bP 


The St. Louis office of Gardner Advertising Co. kept one hospital busy over the 

Oct. 24-25 weekend and—you guessed it—the cigars were distributed for not 

one, but three youngsters, within 24 hours. Here are the proud fathers (left to 

right) Bill Gerstenberger (a daughter), Jack Leach (a son) and Champ Humphrey 
(a son, too). 


been elected state secretary of the American Legion’s 40 and 8 society. 
Mr. Mottram held the secretary’s job from 1927 to 1931... 

Getting Personal’s American Legion expert erred when he wrote 
that Benet Polikoff would head the Chicago admen’s post. Attorney 
Polikoff is commander of Post 209, New York. . . What’s in a name: 
Roger C,. Peace, publisher of the News-Piedmont, Greenville, S. C., has 
been appointed by the governor as a member of the Preparedness-for- 
Peace commission, authorized by the 1942 legislature. . . 

It’s Capt. Jake Breiel now. The former assistant to the president 
of N. W. Ayer, has been assigned to the Marine Corps public relations 
department in Philadelphia. . . 

Gene Flack, showman extraordinary who doubles in brass as head 
of Loose-Wiles Biscuit Co.’s trade relations department, has just hung 
up a new record of 16 speaking engagements in five days. The only 
ill effects were 40 hours’ loss of sleep and ten pounds off an ample 
frame... 

Into the news last week broke Lt. Col. Morrow Krum, public rela- 
tions officer for the eastern theater of operations, formerly with Roche, 
Williams & Cunnyngham in Chicago. The ex-adman had the exquisite 
pleasure of telling London newshawks that American forces had made 
landings in North Africa, and that the long-awaited offensive was 
under way... 

Past experience is standing Ensign Leland T. Waggoner in good stead 
these days. Formerly in the sales promotion department of Mutual 
Life Insurance Co., 
and now instruct- 
ing the Waves at 


CONGRATULATIONS IN ORDER 


the Northampton, 
Mavs<s., training 
station, Ensign 


Waggoner has 
chalked up a new 
record for Na- 
tional Service Life 
Insurance. He con- 
Vinced his stu- 
dents of the need 
for family protec- 
tion and they 
subscribed to the 
extent of $5,000,- 
000. Average pol- 


icy was $6,000, a 
new record. 

Russell Gray 
Jr.. of Richard 
Foley agency in - 
Philadelphia, re- gp Meyer Ill, pres., Advertising Club of St. Lou's, pre 
cently passed _ sents to Kelton E White, pres., St. Louis Better Business 
around the cigars Bureau, a silver anniversary scroll honoring the bureau 


with a lavish hand. 
His fourth off- 
spring, Marjorie 
arrived at Bryn Mawr hospital. . . 

Wedding bells rang out for Harriet Driscoll of the Herald-News 
adv. dept., Fall River, Mass. The lucky one was Capt. James : 
McMahon, U. S. Army... 

Jim Hyman, New York agency chief, is sporting a lieutenants 9# 
He was commissioned following officer’s training at Fort Mor ul 
N. J., and will report to Harvard University for advanced training ™ 
the signal corps. . . 

Mrs. David Horton, formerly publicity director for the Don L« 
work, is the mother of a 7-lb. boy, David Michael Jr., born Oct. »¥ 
Marjorie Ferger, daughter of Stanley Ferger, a.m. of the Ci’ nati 
Enquirer, was married to Herman Wichman, St. Louis lawyer, ‘© 
in Covington, Ky... 


25 years of service. Other dignitaries attended the sP® 
cial ceremonies at the club luncheon Nov. |0 
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342 at 
the —_ 
; ss manager, is that of orienting the 
Advertising Must millions of new employes, giving 
them a favorable impression of the 
- business, of its management, and of 


~ | Interpret Industry, 
“ | Shaner Tells Club 


“s Chicago, Nov. 10.—The outstand- 
ing duty of the industrial advertis- 
n ing man in wartime is the constant 
interpretation of business to em- 
ployes and the public, E. L. Shaner, 
ay president of Penton Publishing 
of Company and_ editor-in-chief of 
in Steel, told the Chicago Industrial 
Advertisers Association last night. 
as The advertising manager is 
ideally cast for this role, Mr. Shaner 
said, because he is constantly in 
touch with the public reaction, and 
: is able to interpret industry and 
| management in terms easily under- 
stood by workers and the public at 
large. 
4 Out of Normal Sphere 


Advertising managers 
doing work far afield from their 
normal sphere. Mr. Shaner cited 
the work of three advertising man- 
agers of different companies whom 
he had interviewed in a _ single 
morning. One adman was working 
on a film describing the use of a 
device on tanks; the second was 


are now 


staging the presentation of the star | 
signifying | 


on a Navy “E” award, 


that the production record had been | 


maintained for six months; and the 
third was engaged in_ boosting 
morale with a huge thermometer 
showing that the workers had gone 
over the top in a 10% bond partici- 
pation plan. 


he The manpower problem has many | 


‘ot facets, Mr. Shaner emphasized, and 
to calls for the most effective utiliza- 
oy tion of the 60 million people which 
the country must use to do all 
necessary work. The reason more 
ty. shortages haven't shown up in jobs, 
he believes, is because industry has 
ote already accustomed itself to filling 
ey the jobs with someone besides those 
ne: who would normally hold them. In 
nas : this connection he cited a foundry 
or- now nearing completion in the Chi- 
cago area, which—when finished— 
ent will employ 40% women. 


Must Avoid Mistakes 


ad Training of new people, many of 
ing them women, will fall into the 


nly sphere of the advertising manager's | 
Mr. Shaner urged that) 


ple operations. 

advertising men who are about to 
‘la- undertake training responsibilities 
‘he avoid the mistakes already made, 
ite and avail themselves of the wealth 
ade of data and experience already pre- 
vas pared. 

Later, talking to ADVERTISING AGE, 
ead Mr. Shaner remarked that there 
ual were numerous pamphlets and other 

data available from the government 
and from states, that the Detroit 
chapter of the National Industrial 
Advertisers Association had pre- 
pared a file on training material as 
a chapter project, and that many 
private companies—such as Warner 
& Swasey Company of Cleveland 
had already amassed a considerable 
amount of data on training. 


Safety Important Angle 


Training, however, is only part of 
the job, he said. Another 
the problem is that of safety—and 
the mounting toll of industrial acci- 
dents testifies to the need for more 
safety education. 


job 
A final job, and perhaps the big- 
gest of all facing the advertising 


New A.C.A. Directory 


READY IN DECEMBER 


A quarterly pub- 
lication showing 
the work of free 
lance artists, to 
gether with their 
names and ad 
dresses. A great 
variety of select 
ed art talent for 
the art buyer 


ORDER Now! Only $12.00 per yeor 


4 four velvable copies 


ASSOCIATED CHICAGO ARTISTS, INC. 


Deft. AA 840 NORTH MICHIGAN AVE. CHICAGO, ILL 


part of | 


This, too, may be | 
a part of the advertising manager's | 


‘247 Park Avenue 


the system of free enterprise under 
which it operates. If this indoc- 
trination job were left to manage- 
ment, without the skilled advertis- 
ing or personnel man who under- 
stands human relations, millions 
would go back without a 
favorable impression of 
Mr. Shaner believes. 


Expands Coast Office 


The recently opened West Coast 


industry, 


office of Institute of Public Rela- 
tions, Inc., New York, has been 
moved to larger quarters in the 
Banks - Huntley building, 634 S. 


Spring St., Los Angeles. 


clear, | 


R. L. Lloyd Named 
President of CCA 
at Annual Meeting 


New York, Nov. 10.—R. L. Lloyd, 
advertising manager, International 
Nickel Company, was elected presi- 
dent of the Controlled Circulation 
Audit at last Friday's annual meet- 
ing of the organization. He succeeds 
H. W. Bullard of American Can 
Company. 


Other Officers Elected 


Other officers named were Vernon | 


|}H. VanDiver, Union Carbide & 
Carbon Company, vice - president: 
|S. L. Meulendyke, Marschalk & 
| Pratt, secretary; and 


Tingle, 
urer. 
New directors elected were 
George Enzinger, Buchanan & Co., 
Chicago; Emory Heuston, Exca- 
vating Engineer; and E. A. Sitterlee, 
Importer’s Guide, New Yark. 


Progressive Grocer, treas- 


Publishes Letter 


Production Men 
Elect New Officers 


Anthony La_ Sala, _ production 
manager of Geyer, Cornell & Newell, 
has been elected president of the 
Production Men’s Club of New 
York for the 1943 term. Other new 
officers are: vice-president, A. T. 
Cozzi, Blackett-Sample-Hummert; 
secretary, Charles Priestman, Erwin, 


When a particularly good letter|Wasey & Co.; treasurer, Ralph Nel- 
from a former employe now with | son, Abbott Kimball Company. 


the armed forces was received by | 


American Hammered Piston 


The officers will be installed at 


Ring | the annual dinner-dance, Saturday, 


division of Koppers Company, Bal- Nov. 21, at the Hotel St. Moritz. 


timore, the division took 8-column, | 


12-inch space in all three Baltimore 
newspapers to carry the message to 
the Maryland public at large as well 
as to its own workers. The copy 
was prepared by Ketchum, Mac- 


Leonard|Leod & Grove, Pittsburgh agency. 


Evans Joins Collins 

Vernon K. Evans has been ap- 
pointed executive vice-president in 
charge of the offset division of Col- 
lins, Miller & Hutchings, Chicago. 


— 
—_ 


'39—400,000 


—_— 


'35—300,000 


homes? You can! 


'42—600,000 < _ 


families chuckled with enjoyment. 
Each year more families flocked to hear Greg.’s stories 
in 1932, 


600,000 Canadian families each lay down 10 cents to read Greg. 


330.000 in 1935, 391,456 in 


! 


Even back in 1920 Greg. Clark used to go on weekly visits to 
109.000 Canadian homes. As he spun his whimsical yarns, whole 


225.000 


1939. Today more than 


Clark's yarns and to enjoy the numerous features in the roto, 
magazine, news and comic sections of The Star Weekly. 

How would you like to send your advertising story into all these 
You can send it along with Greg. Clark. You 
put it in any section of The Star Weekly you choose 


where it 


will appeal to men, or women, or youngsters, or all of them. 


PUBLISHED 


AT 80 


The Star Weekly is a complete national week-end publication 
sold throughout Canada. It is not used as an insert in any other 
publication. It has by far the largest circulation, by far the lowest 
milline rate, of any Canadian publication. It has intense reader 
interest. Let us prove it. 


STAR WEEKLY 


KING STREET WEST, TORONTO, CANADA 


Montreal Advertising Office: University Tower 


UNITED STATES REPRESENTATIVES: WARD-GRIFFITH COMPANY, INC. 


NEW YORK CHICAGO 


Wrigley Bidg. 


DETROIT 
General Motors Bidg. 


ATLANTA 
22 Marietta St. 


BOSTON 
Statler Office Bldg. 


1031 So. Broadway 


LOS ANGELES 
681 Market St. 


SAN FRANCISCO 
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Opens Campaign | pa Commercial Display Commercial Display 
‘ Ad t B tt Including Poultry and Display Including Poultry and Displa 
Merrill Lynch, Pierce, Fenner & vertise utter Livestock Advertising aa Livestock . Advert 
. > See wept 4 , 1942 ——I! - 942 941 —1942——.. -——19 ~ g42 
Beane, New York, investment and 4 4 4 Gaace dabaaes a baad ytd tua Pages Lines Pages Lines Lines I 5 
brokerage house, has begun a cam- espite ationing Monthlies ee Cee 244 18.714 220 16.921 16.974 14 
paign using 106 newspapers and é American Poultry Journal ; 2 a ____ | Missouri Farmer 7.6 5,959 4,818 15,989 ; 
eight national magazines to adver- Lansing, Mich., Nov. 10.—Despite neneere oe — og 10 os - 4 ire Hyer ae aes ae —— 19.9 + pt 1 ' 
’ “a . , > Pag . » = e 4 ot e a “ition ino rr o.0 ‘ , o ob Mo é é é ~‘ io 
tise the company’s “Investor's Tax the fact that butter probably will) Wooten Eaition 13.8 6.925 11.1 4.761 5.082 4,264| Ohio Farmer 27.4 18,968 4 
Kit,” a free portfolio of complete | be rationed ‘in the near future,” In all 3 Editions 13.3 5,706 10.6 4,546 4,86 4,18! ———— Grange ‘ my , os ‘51 
j ‘ > Ww rs in- sre is ¢ > . » > ad | *Better Fruit 3.0 1,253 1.4 1,861 1,25 1, sulletin , 4.0 06 3.9 >, 036 », 108 
information on the new fede I al In the re AS an eno! mous need for ad Breeders Gazette 12.2 5,505 10.1 4,557 3.661 2,4 Pennsylvania Farmer... 20.9 16,036 18 14,168 14,950 
come tax legislation, with an an-|vertising this commodity in order | california Citrograph.. 10.8 7.281 16.9 11,355 7.281 Utah Farmer ...... 19.20 14,524 16.2 12,220 12,114 
alysis of the. law, and work sheets to maintain its place in the family Capone's fe EE as - 17,683 33 : rer u 4a Western Farm Life 27.6 (21,628 21.0 16,423 11,554 
se —— of oe tax payers. | budget, Charles E. Stone, manager! country Gentleman ... 45.9 21.242 44.1 30/006 31.019 Total Group 287.5 231,019 249.5 202,415 195,018 177 19) 
arly s rear > “ ‘ , - ° . . : . ‘ ic o it 
Larly us_ yea! e company of the Michigan unit of the Ameri- Electricity on th : ae ee aac Bi-Weeklies—October a fo = _ 
staged a similar countrywide pro- _ ar Farm : 8 O70 8.5 1,034 2,070 034) American Agriculturist 19.2 13.9 16 11,893 13,022 
. " . lati can Dairy Association, told dele- Farm and Ranch 19.9 15,042 19.0 14,371 14,261 13.893 | Arizona Farmer 20.4 15.419 22 16,850 2 , 
motion on behalf of war bonds. cnten atlieiiees ih 2 al ating | Farm Joernal & Saiifernin Cultivater... 226 17.762 $10 28.879 27.668 
Albert Frank-Guenther Law, New | 6@'es attending the annual meeting Farmer's Wife 43.6 18,693 39.7 17,039 18,485 16,947] Dakota Farmer 25.7 19,834 13.4 10,30 8,048 ; 
York, is the agency. of the Michigan Dairy Manufactur-| ¢pjoriga Growers Maz. 6.0 4.075 10.0 G.831 4.075 6.831] Farmer, The 
eaaialanatania ers and Michigan Allied Dairy As- ~Hoes er Farmer, The. 10.2 4,590 13.4 6,025 4,590 725 General ion 7.0 28,973 2 3 aime 26 +4. 
. . } *Kentucky irmers' 20C&a rdition 4.5 0.98 2 2 rf 28,169 
Name Theis & Simpson sociation here last weekend. | Home Journal 9.6 7,519 875 6,692 4,612] Idaho Farmer 20.0 15,128 19.9 15,075 14,949 ; 
Th Cc N The state has made much prog- |*Michigan Farm News. 1.2 2,401 14 2,887 2,401 887 | Nebraska Farmer 43.8 31,880 28.4 20,651 24,478 ‘ 
> . b « PW . . | *National Livestock Average 4 Ed ons 1.8 37,714 1.7 23,100 28,27 
, eis & Simpson Comp: iny, N€W yess with its program of butter ad- le iene _Livest - TTT 5 4 900 8.722 «8,788 | New ~~ Ae pases 2 
nik > Ss rre Ce > a ‘ ° ' -< oy . y i 
York, RSWSpAper Tepees ntative, has vertising, in conjunction with na- | N ten’ ' hes ulture i) BE 5 5.8 9 93 sg 8 ; “9 stead : 18.2 12,762 13.9 9,7 10, 3¢ 
been appointed national advertising : , : Dh Gate Secea Wana ; she " era a ‘ cuemem 2 ge oy ae ph ie 
. . . P -_ . . _ | *Ne Jersey Fi: r egon Farmer 20.5 1 30 «619.5 14.727 1 0 
representative for the Record, St. tional efforts, Mr. Stone said. He} Garden 18 8.244 18.5 8,339 19° 7,147 | Pacific Rural Press 
Augustine, Fla the Advertiser- | Urged continuation of the promo-| *ohio Farm Bureau Northern Edition 6.6 27,670 32.1 24,225 25,422 
News, I exington Mo., and the | tion | News 13.2 947 11.5 5,155 5,947 5,105} Southern Edition 26,825 31.6 23,914 24,49 ‘ 
o>» se) ’ 4 ” « P Poultry Tribune Both Editions 2 26,071 28.9 21,820 22,86 
Ledger, Mexico, Mo. In another move to further the! fastern Edition 26.8 11,483 25.3 10,865 8,724 Prairie Farmet 
é rer isi y or embers ¢ 7 Central Edition 19.7 8.457 19.8 8,471 7,340 Ill. & Ind. Editions 34.8 25,318 1 7,301 25,680 5 
idverti In of butte 1 members of Western Edition 15.8 6.797 17.6 7,553 6,410 : Rural New Yorker 15.4 12.050 12.9 10,077 9, 906 3 
the Michigan Milk Producers As- Pacific Edition 16.7 7,168 18.6 7,984 6,410 7,199 | Wallaces’ Farmer 50.2 39,329 37.2 29,129 30,077 52 
sociation voted to deduct one cent In all 4 Editions 14.9 6,412 16.4 7.049 6,025 6,775 Washington Furmer 23.8 17,960 19.6 14 s 6 17 165 5 
| . Progessive Farmer Wisconsin Agriculturist 30.2 23,634 20.8 16,303 21,597 1 
|per pound of butterfat from their Carclina-YVa. Bdition. 21.6 0.1 21.944 21,865 | 
checks during the June 1-15 period Georgia-Ala. Edition. 31,8 30.0 21.814 21,721 Total Group 194 875,032 418.0 316,242 335,956 ‘1 
nae , egy ‘trv’s ad - Ky.-Tenn. Edition 30.6 29.8 21,718 4 21,669 Weeklies—October 
, Se RAWLINS |to join in the dairy industry’s ad- Miss.-La.-Ark. Edit’n 30.1 21,892 29.0 21,102 21,801 21,039 | 2Capper’s Weekly 1.0 S$,928 S$ S481 8,867 
AGO" Ss | vertising program. According to Texas Edition _ = aoe ¢ + rons 19:87 » 21,772) * Washington Grange 
} om on SPST e+ “P In all 5 Editions 27.5 20,010 26.7 9,428 9,971 19,379 News F 
iS CHIC the American Dairy Association, Average 5 Editions. 30.9 22,459 29.8 21,702 22,377 21,613| "Weekly Kansas City 
ANSWER MAN 70% of the industry has agreed to | Southern Agriculturist 18.8 13.133 16.7 11,659 13,101 11,59 Star 
raci ici totic a i . : Southern Planter 18.2 12,762 18.8 13,151 12,423 12,97 Missouri Edition... 5.2 12,689 7.9 19,491 11,551 
Valu able inform: atte my the able finance this promotion. Successful Farming 49.1 22,102 41.2 18,546 21,929 18,484 
*ya m market is ava ee Total Group m) 21,627 11.7 27,972 20,418 7 
fie Const Rawlins, 3 aaa N. Mie is Total Group 616 8,042 600.6 350,526 341,427 336,701 Dailies—October 
ge Oe Chicago. ir. Ra the Pa | Stearns Adds Long Monthlies—October *Chicago Daily Drovers 
ne { repre sentative = four re : ’ .| American Fruit Grower 7.6 4 6.8 119 3,464 3,119 Journal , ; 27 y8, 487 9.7 63,136 38,759 
Midwes nge Farm Group nich one Bin ms Long, formerly Detroit sales Arkansas Farmer R64 6,499 6 », 003 6,499 003 | *Kansas C ity Daily 
cult getting magazines 1 TOM rate . representative for Lithomat Corpo- | Farmer-Stockman 20.2 15,250 0.3 15,337 14,343 15,133 Drovers Telegram 10.6 86,366 7.5 79,735 61,970 ) 
8 v : mi "J H ~ dah« ive re ‘ 9,926 9.996 ournal 
ampaign at One TO” og prosper ration, has joined Frederick Stearns | *!#ho Granger... 1 9,926 10.0 10,808 9,926 10,808 | “Omaha Daily Journa ; a ; Pear 
ce reaches bers in ~ : sas | Wyoming Stockman Stockman 45.9 97,611 43.8 93,10 68,10 ‘ 
ous grange my regons & Co., Detroit. In addition to other Farmer 6.9 6.159 4.9 4,403 6,159 4,207] *St. Louis Daily Live 
Californ'. Ida advertising duties, Mr. Long will Stock Reporter 18.2 38,763 21.7 46,099 26,1 
Ww hington and = : ’ . . T ( o 4 41.298 1s 8.670 10,291 & 0 
- edit the company’s magazine which | otal Group ‘ si es - : Fa ea er ST 
he . oe ; . | Semi- gene iata baboo Total Group 132.2 281,227 132.7 282,073 194,96 
FIC enn goes to its 6,000 retailers in the} seajitornia Grange 
AC ited States an ‘anada. News 22.9 24,822 25.1 27,188 24,8 27,188 *Figures furnished by publisher 
GRO nl 
Ya FARM —_ — 'Dairyman'’s League Figures not included in totals 
‘its Bidg., Son Fronci News 1.7 3437 «892.9 2,104 3123 61,791 Two issues, 1942; four issues, 1941 
we Hoste, aah a Murray Names Agency Hoard’s Dairyman 7.4 19,946 25.1 18,283 16,752 16,363 ?Fives issues, 1942; four issues, 1941 
5.c Rawlins, Coico e Coot a ae a 2 te Oo | Indiana Farmer's Guide 18.1 14,200 10.0 71,794 11,740 7.738 Four issues, 1942; five issues, 1941 
eee Scott Murray 5 Super 10r Products Com- Kansas Farmer 25.4 19,495 18.1 13,719 15,029 10,34 ‘Figures not received to date 
Pe ae pany, Chicago, has appointed Davis, | 
Young & Powell, Chicago, to direct | 
<a . , . H 
/] advertising. Bi-weekly Farm Appoints Townsend ‘Liberty’ Elects Maher 
Our Husbands Company, Lyndon, | Edward Maher, formerly assistant 
’ Papers ( -ontinue Vt., maker of Calves Cordial, Cows) publisher in charge of advertising 


“ANY NIGHT'S A GOOD NIGHT TO BE RIDIN‘ 
THE AIR WAVES OF THE RED RIVER VALLEY! 
TRY A FEW SPOTS ON WDAY~AND SEE 


FER YERSELF!” 


FARGO, N D.- 


~ 


“© AFFILIATED W 


i 


C/ 


5000 WATTS~N.B.C. AND BLUE 


ITH THE FARGO FORUM 


FREE & PETERS. NAT'L REPRESENTATIVES 


Linage Increase 


New York, Nov. 12.—Bi-weekly 
farm papers last month showed a 
commercial display linage increase 
of 18.6%, compared with the same 


Relief and other dairy remedies, has 
appointed Townsend Advertising 


Service, Burlington, Vt., as_ its 
agency. Farm and dairy papers will 
be used. 


promotion, has been elected vice- 
president of Liberty. The maga- 
zine’s Detroit advertising office is 
/now located at 7-222 General Mo- 
tors building. 


month in 1941, according to an 
ADVERTISING AGE tabulation based 
‘on figures of Publishers’ Informa- 
tion Bureau. Volume for October, 
1942, totaled 375,032 lines, compared 
with 316,242 lines for October a 
year ago. 

November monthlies rose 2.1% 
over November, 1941, and October 


issues of monthlies 
increase over 


enjoyed a 6.8% 
last year’s figures. 


Semi-monthlies in October 
boosted their linage 14.1% over the 
volume for the same month last 
year. October weeklies fell off 


22.7% compared with October, 1941. 
October dailies recorded a decrease 
of 3% 


‘Manson-Gold Formed 
from Two Agencies 


Don Paul Nathanson 
Gold have consolidated their two 
Minneapolis advertising agencies 
into a new company called Manson- 
Gold Advertising Fig ml The two 
organizations, D. 
ciates and Gold ‘Adv ertising Agency, 


and Meyer 


have operated separately in the} 
Twin Cities for several years, with 
Manson specializing in radio, and 
Gold in newspaper, outdoor and 


transportation advertising. 

Jean Hadley has been appointed 
radio director of the new company. 
Offices are located at 1004 Mar- 
quette Ave., Minneapolis. 


Firestone Sends Orchids 


“Orchids to Canadian Women” 
the headline of a recent advertise- 


is 


ment by Firestone Tire & Rubber 
Company of Canada, Hamilton, 
Ont., congratulating women on their 


accomplishments in 
urging them to buy 


wartime, and 
victory bonds. 


The copy was prepared and re- 
leased by Russell T. Kelley Ltd., 
Hamilton. 
‘Air Transportation’ 
Begins Publication 

Air Transportation, devoted ex- 
clusively to shipping-by-air, began 


publication as a section of the | 
ber issue of American Import 
Offices are located 
New York. 


Export Bulletin. 
at 10 Bridge St., 


Manson & Asso- | 


Morning Listeners 
in PEORIAREA 


MBD 55.3% 
Station "A" 19.3% 
Station ''B"’ 8.2% : 
Station "C" 6.6% WMVBD 
Station “D" 5.3% 2 
All Others = 5.3% munity 
: Janriar 
| atenoon Listeners Peoriare 
in PEORIAREA look to 
| MBD 50.3% tainmen 
Station "A" 20.7% eo 
Ststien “B" 10.8% tional a 
Station “C" — 8.4% carry 
Station “D" = 5.9% . 
All Others 3.9% 
| Evening Listeners 


in PEORIAREA 


c. C, 


advertisi 


he 


Write for full information telling how 
folks listen and buy through WMBD. 


Impressive PERFORMANCE 


is undisputed leader in com- 
interest and civic progress in 
‘a. That's why radio listeners 
WMBD for the finest enter- 
t-—-why both local and na- 


dvertisers look to WMBD to 


the sales load. 


Morning, Noon and Night... 


Chappelle surveys show the 


M om 39.1% . o.8 ° 
Station “A” 29.5% enviable position WMBD holds in 
Station "B" —19.5¢ . 
oe “Ce” 10.96 the Peoriarea—see charts at left 
Station — 8.2% 4} he ‘y | guic » 0 ; ) reo i iw 
aetien ban | le you, too, in budgeting 


ing to ‘sell Peoriarea. 


PREE 
PETERS, |\'.) 


— 


‘ WMBD is a member of CBS network 
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Canadian Admen 
Talk War Problems 
at Special Parley 


(Continued from Page 1) 


top management on the necessity | of her department’s work with war 


|for continued advertising. Maurice} plants; E. A. Lowden, Canadian 


| Brown, of Calgary, president of the Westinghouse Company, who ex- 
|Poster Advertising Association of) plained his organization’s “Health 
| Canada, and I. D. Carson, manager, | for Victory” program; R. J. Caniff, 
| Canadian National Newspapers and | Servel, Inc., Evansville, Ind., who 
| Periodicals Associations, presented | presented the “Eat to Beat the 
| the viewpoints of their media to the | Devil” program of Servel, aimed 
_war effort, and Walter Brown, of|especially at industrial workers; 


| 


and staff superintendent, T. Eaton | 
Company, Toronto; one for distin- | 


guished contribution by an adver- 


tising agency executive was given| 
to J. A. MacLaren, president, Mac- | 


Laren Advertising Company, To-| ways and means of setting up an| industrial plants, where gum chew- 
ronto; and one for outstanding con- | 


tribution by a media executive went 


to Frederick I. Ker, managing direc- | 


tor, Spectator, Hamilton, Ont. 

The conference opened Wednesday 
with a luncheon and afternoon ses- 
sion devoted to employe morale 
problems, at which complete reviews 
of the well-known industrial morale 
programs of RCA Mfg. Company, 
Goodyear Tire & Rubber Company 
and Thompson Products, Ltd., were 
presented respectively by Thomas 
F. Joyce, RCA vice-president and 
advertising director, J. K. Hough, 
Goodyear director of advertising, 
and J. C. Wilson, Thompson vice- 
president, assisted by W. E. C. 
McCauley and G. C. Davidson of his 
agency. 

In addition, D. B. Chant, indus- 
trial relations division, Canadian 
selective service, emphasized the 
government’s interest in this prob- 
lem and explained its desire to set 
up only basic principles, so that 
each individual campaign could be 
tailor-made to suit the particular 
plant in which it is used. 

With the aid of slides, recordings 
and visual material, Mr. Joyce ex- 
plained the thinking behind RCA’s 
famous “beat the promise” drive 
and carried its execution through 
step by step. Mr. Hough gave a 
detailed and visual presentation of 
Goodyear’s “eight-ball” campaign, 
and Mr. Wilson presented a simi- 
larly complete review of his com- 
pany’s “top production for victory” 
drive. 


Discuss Morale Drives 


A special joint dinner meeting of 


the Industrial Advertisers Associa- 
tion of Ontario and the Technical 
Advertisers Association of Montreal 
carried the discussion on far inte 
the night, in particular pointing up 
the fact that while the intensive and 
extensive campaigns presented dur- 
ing the afternoon were undoubtedly 
outstanding, it would be foolhardy 
for all industrial organizations to 
adopt the campaign technique until 
a careful study of individual plant 
problems had been made. One 
executive in charge of plant morale 
declared that the best thing a new- 
comer to the morale field could do 
would be to do nothing for at least 
three months—that is, nothing but 
carefully studying the plant and its 
employes until he knew and recog- 
nized the real problems at issue. 
The Thursday morning session, 
presided over by H. S. Van Scoyoc, 
advertising manager, Canada Ce- 
ment Company, Montreal, was the 
only one of the sessions devoted 
even in part to “normal” advertis- 
ing problems. It featured a discus- 
sion of the Bluebook of Market and 
Media Information, published by 
the association, presented by T. G. 
McReynolds, advertising manager, 
Coleate-Palmolive-Peet Company, 
Toronto, and Grant Adams, Lord & 
Thomas of Canada. In addition, 
G. Douglas Scott, advertising man- 


ager, E. B. Eddy Company, Hull, | 


and D. D. O'Toole, advertising 
Counselor, presented the new Eddy 
Campaign which is designed to sell 


— 


MARIA KRAMER 
HOTEL 
— = 
HOME with every comfort 


and not a care... 


om LINCOLN 


44th to 45th Street at 8th Ave. 


400 priate Bah Radic reed 


john L. Horgan, Gen. Mgr. Cl 6-4500 
special Rates fo Men in the Armed Forces 


Montreal, chairman of the Canadian C. B. Kenny, William Wrigley Jr. 
Radio Research Committee, ex-|Company, Toronto, assisted by 
plained that his committee is a joint! Adrian Head and other J. Walter 
activity of the ACA, the agency! Thompson Company men, who in- 
organization and the Canadian/troduced a skit showing Wrigley’: 
Association of Broadcasters to in-| industrial program, under’ which 
vestigate the field of radio and pro-| supplies of gum are being diverted 
gram measurement and to suggest; from normal channels to supply 


adequate program of measurement) ing during working hours, when 


for the Canadian radio field. smoking is usually prohibited, has 
proven its value as a_ production 
Nutrition Discussed aid; and M. J. McHenry, Toronto 


At the Thursday luncheon the Hydro-Electric Power Commission, 
Canadian nutrition drive, sched-|W° showed the movie, “Wardens 
uled to get under way actively Jan- | °f Power.” 
uary 1, was officially unveiled by 
Dr. L. B. Pett, director of nutritional 
work. This session was again re- The conference wound up today 
plete with movies, slides, visual| with an exposition of the work of 
presentations and skits. Included| the Advertising Council, by Miller 
in the program were: | McClintock, executive director, and 

Dr. H. E. Robinson, Swift & Co.,| Chester J. LaRoche, Young & 
Chicago, who told of his company’s! Rubicam, New York, chairman of 
nutritional work and showed the! the council. H. H. Rimmer, Cana- 
film, “Hidden Hunger’; Ruth San- dian General Electric Company, and 
some, field supervisor of the Do- W. Frank Prendergast, director of 
minion Nutrition Service, who told| the information branch, Wartime 


Hear Council Men 


Prices and Trade Board, Ottawa,| kind of advertising that will help 
completed the roster of speakers. win the war, while retaining a 
Advertising is an adjusting and sound foundation of organization 
stabilizing medium in the tetal war 8nd thinking that will help win the 
effort, and as such has certain clear- | peace. We shall see advertising, 
cut duties, Mr. Prendergast told the |!" both phases, as being simply the 
association at its closing dinner transmission of information from 
meeting this evening. Nevertheless, where it is, to where it is needed. 
he said, advertising, printing and Scie ees age 
publishing “cannot be immune” |Cedar Rapids Gets 
from the restrictions \ hich are fall- First City a Flag 
ing upon all business. 
Treasury Department officials 
Must Adapt Selves have notified Cedar Rapids, Ia., that 
it is to receive the first “T” flag 
among U. S. communities for out- 
standing achievement in the sale of 


“It is inevitable that as long as 
the war lasts we shall all suffer 
further restrictions, privations and | wo, savings bonds. 
hardships and I cannot see how)! The plan, which is serving as a 
some mortality can be averted. It) model for drives in other cities, is 
can’t do any good just to complain)! based on an advertising campaign 
about these inevitabilities. We | which included newspapers, radio 
must adapt ourselves to them.” and outdoor. Ten full pages were 

“Resourcefulness, enterprise and Used in the Cedar Rapids Gazette, 
cooperation can minimize your dif-|tWo Pages each in two weeklies, 14 
ficulties under total war conditions,” | PrO8rams on Station WMT, and a 

* number of outdoor posters com- 
pleted the list. As a result of the 
ful, enterprising ‘dustries; but you August drive, 80% of the gainfully- 
may have to expiore more than in employed people in Cedar Rapids 
the past the realm of cooperation.” signed to invest 10°; of their earn- 

In addition to the usual resolu-| ings in war bonds. 
tion of thanks to all who had par- 


ticipated in making the meeting a .| Majers to ‘Datchi | 


success, the association adopted only Mrs. Alfred Majers, formerly art 
one other resolution, presented by | girector at Scruggs, Wandieermenat 
B. W. Keightly, Defense Industries, and Barney, has joined the “all wo- 
Ltd., which read: man” staff of Datchi Advertising 

“We are resolved to produce the! Company, St. Louis, as art director. 


he concludea. “You are resource- 


Family Man or 


EADY TO GO IF HE'S NEEDED — but likely 
R to be called last, if at all. That's the draft 
status of the married man with one or more 
young children. And the fact that he will con- 
tinue to work and his wife will continue to 
SPEND is mighty important to you. 


/ LUGO reaches the | 


row s market... has high reader inter- 
libel \ est... a greater percentage of “passed 
VNGHA on” circulation than any but two mag- 


e Read by wives and their husbands — 
whose one or more young children mean 
draft deferment. continued employment. 
continued buying power! 


Your Market for TODAY 
and YOMORROW 


© 7, 
ighting Man‘ 


Your advertising message in REDBOOK will 
reach more than 1,500,000 young wives and 
family men — with better than average in- 
comes and continued buying power. This 
younger married market is your market. . . 


for today AND tomorrow! 


Q. A true yard-stick of magazine 
: value is newsstand sales. How is 
Redbook doing? 


A. Since June, REDBOOK’s newsstand 

sales have averaged more than a 46° 
gain. October was more than 55° 

ahead of the same month in 1941. 


Q. Why is REDBOOK an outstand- 
ing buy? 

A. repBOOK has a low rate per thou- 
sand... reaches today’s and tomor- 


azines ... very large newsstand gains 
in defense cities... a record of best 
sellers approached by only two other 
| magazines, 


Q. What is REDBOOK’s circulation 
today? 


A. 1.620.000 in October .. 
per page. 


. Rate $3.100 
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Paid Advertising 
by Government Not 
Feasible-Cowles 


(Continued from Page 1) 


ahead there is evidence all media 
are willing to go the limit in accord- 
ance with any sound plan. I believe 
all media should and will respond 
to every suggestion of the Adver- 
tising Council.” 

The advertising world is pecu- 
liarly equipped to help OWI in its 
complex task of handling more than 
60 important government problems 
“which the American people must 
understand and do something about, 
if the war on the home front is to 
move ahead wisely and efficiently,” 
he went on. 


Praises Council Work 


“The Advertising Council has 
done and is doing vitally important 
work, work which is helping to win 
the war, work which is helping 
many important people in Washing- 
ton to understand advertising for 
the first time. The Advertising 


Council’s work will pay dividends | 


for years to come. 


| “I wish every national advertiser 
|in this association would say to 
| himself: ‘I want my company to 
| do more. Within the limits of my 
| resources in the year 1943, I’ll see to 
| it that a generous share of my com- 
pany’s normal advertising appro- 
priation goes to help the war effort 
in accordance with the best judg- 
ment of the Advertising Council; 
and I'll do my best to persuade all 
in my industry to follow my exam- 
ple.’ 

“Is this asking too much? After 
all, what really matters in 1943 
except that we make substantial 
strides in winning this war? The 
burden of the cost of winning can- 
not be spread with absolute justice. 
Industry must enlist with all its 
resources. There isn’t time to work 
out the equitable details.” 


| 
| 


Many Demands Made 


In stressing advertising’s war- 
time responsibilities, Mr. Cowles re- 
vealed that almost daily the OWI is 
urged to compel media to do certain 
things, or “to compel industry to 
stop advertising or to make indus- 
try advertise only in accordance 
with some government straitjacket 
plan. 

“I always reply to these compul- 
sion suggestions by trying to explain 
the fundamental nature of adver- 
|tising. It supports the information 


media which make democracy possi- 
ble. The whole pattern of our 
American way of life would change 
if the heavy hand of government 
guided all media and all advertis- 
ing.” 

Mr. Cowles urged that all who 
are interested in advertising should 
nevertheless frankly acknowledge 
that in recent years the conviction 
has grown up in certain circles that 
“there is no valid place for adver- 
tising in the America of the future.” 

Emphasizing his own conviction 
that advertising is absolutely essen- 
tial to a continuation of the free 
enterprise system, he suggested that 
“advertising, like all other institu- 
tions of our democracy, has ahead 
of it the responsibility of looking 
deeply and thoughtfully into the 
mirror.” 


Up to Job, Facilities 


After reviewing the extensive 
advertising assistance rendered the 
government by local as well as na- 
tional advertisers, and by all major 
media, Mr. LaRoche declared that 
the question of whether the govern- 
ment should buy space and time in 
the future must be determined 
entirely by the informational job to 
be done and the facilities available 
for the accomplishment of specified 
objectives. 

Certain advertising classifications 


AYBE WGY doesn’t go quite 


that far in tailoring farm pro- 


grams to the farmers in this airea, 


but we don’t miss it much. 


Farmers tell us: “Your daily farm 


shows are right down our turnpike, 


written almost as if you 


ticular farms in mind.”’ 


It's important that we do keep 
our farmers in mind, for of the 
609,550 radio units in WGY’S 
primary airea, 84,404 are in 
farm homes. And in New York 


FARMER: 


“Your sugges- 
tions have saved me money 
and improved my produce.’ 


now the boom 
apples.” 


FARM AGENT: "Your co- 
Operation this summer has 
enabled us to help save the 
berry and bean crops and 


GET SO CLOSE TO 


“‘PULLEEZE, FARMER NEWTON, DON’T 


DOBBIN" 


had our par- 
assistance of 


organization 


partments, 
WGY 


FARMERETTE: “Thanks to 
WGY for understanding that 
a farmer's wife faces differ- 
ent home problems than 


crop of the city wife.” 


Daily Farm Programs ADDRESSED SPECIFICALLY 
to THIS REGION'S farmers 


farm bureaus, 


state, farm incomes have sky- 
rocketed 44 per cent in the last 
two years. 


WGY has had 17 years in which to 
develop its farm programs and its 
farm audience. Today WGY has a 


staff of three farm experts and the 


many farm-interested 


colleges of agriculture, 


state and national agricultural de- 


granges. 


~and the advertisers on WGY 
benefit from the loyalty of this 


strong, prosperous farm audience. 


WOY S18 


GENERAL @ ELECTRIC 


WEY 


* alrea's greatest power 


* airea’s lowest frequency 
* airea’s NBC outlet 


| 


| 
| 
| 


| 


will be able to offer less aid during | 
the year ahead, he pointed out, but} 
this shrinkage may be offset by other 
favorable factors, including the 
broad war education project being 
developed by magazine publishers; 
additional assistance from news- 
paper publishers (the New York 
Times has offered 20,000 lines of 
space for government use); adver- 
tisers who have no goods to sell 
but who wish to build their insti- 
tutional copy around war themes; 
and intensified support on the part 
of local advertisers. 

Mr. LaRoche suggested that the 
amount of donated space and time 
likely to be available should be 
measured and checked against the 
government’s informational require- 
ments. “We can then determine 
whether or not the combination of 
free and donated space is effective 
enough to do the job,” he said. 


Paving the Way 


“It may eventually become clear 
that there is not enough donated 
power to do the jobs right. Then 
the advertising business through 
these months of experience in work- 
ing with the government, will have 
helped lay the foundation to get the 
job done right. By that time gov- 
ernment officials may have become 


more sympathetic to paying for 
advertising.” 

Mr. LaRoche expressed the belief 
that the most frequently heard 
doubts regarding the practicality of 
government-paid advertising can be 
dispelled. 

Paid government advertising, he 
said, does not necessarily mean that 
newspapers and magazines must 
surrender freedom of the press. The 


| press can take care of itself and the 


} 


would, 


public will back up its efforts. Any 
official who sought to alter editorial 
policy through advertising pressure 
would be publicly discredited when 
the facts became known. 
Government officials would hesi- 


‘tate to use advertising appropria- 


tions to further selfish political in- 
terests, he continued. Advertising 
is out in the open and efforts in this 
direction would be promptly ex- 
posed by the minority. 


Believes Congress Willing 


If it becomes necessary, Congress 
in Mr. LaRoche’s opinion, 
appropriate the money. If legisla- 


| : PD 
tors were given an understanding of 


|might try to 


what advertising can do toward 
unifying the country, they would 
respond to any reasonable request 
made by Elmer Davis, OWI head. 
And finally, he asserted, while 
some senators and congressmen 
interfere with the 
administration of an advertising 
appropriation, such _ interference 
could be lessened, if not entirely 
eliminated, by proper explanation 
of advertising’s functions and oper- 
ations on the part of business men. 
“IT believe that the advertising 


| business is giving the government 


| available 


| vertising, 


the help it needs when and where 
it is needed. It is making that help 
in the fastest possible 
way. The advertising business, I 
think, is giving an example of good 
citizenship. And I believe that ad- 
when it comes into its 
own as a force in this war, will make 
Goebbel’s propaganda machine look 


| like a peanut whistle.” 


Dyke Expresses Concern 


Ken R. Dyke, head of the OWI 
bureau of campaigns, paid tribute 
to the “outstanding job” that war- 
time advertising had done in many 
instances, but “as a business we are 
still only ankle deep in the war.” 
Expressing concern on _ several 
points, he said: 

“I don't believe many advertisers 
are thinking seriously enough when 
they pull the war into their adver- 
tising. A good many of them use 
it purely as another emotional 
appeal. It is almost like tying in 
with the World Series. That is 
pretty dangerous when you are 
playing around with an emotional 
appeal as important as the war. 

“You have got to give not only 
as much thought but I think more 
thought when you use war appeals 
than when you use the appeals that 
sell your merchandise. It isn’t an 
easy thing to do, but I think we are 
coming along.” 

Mr. Dyke stressed the availability 


of the Bureau of Campaigns in help- | 


ee a ee eto 3s. 


ing advertisers anxious to do a con- 
structive war job. 

Two other OWI officials, William 
B. Lewis, chief of the radio bureau 
and H. Andrew Dudley, deputy 
director of the campaigns unit, par- 
ticipated with Mr. Cowles and M: 
Dyke in a general discussion of OW! 
activities related to advertising. 


Manpower Emphasis 
on Ben Bernie Show 
Because the Wm. Wrigley Jr. 
Company feels that the spirit of the 
Office of War Information’s objec- 
tives should be woven into the 
theme and background of a pro- 
gram, instead of the announceme: 
allocation arrangement recently 
made by a number of advertisers 
with OWI, the Ben Bernie program, 
Wrigley’s daily radio show which is 
addressed to war workers, wi!l 
stress OWI’s present theme, tle 
proper disposition of manpower. 
This arrangement will be follow: 
in the future, and if OWI’s needs 


dD 


a+ 


show will string along with OV 
themes. Officials said plans a) 
under way to extend cooperation 
between the company and OWI. 


Joins B & B Copy Staff 


Henry O. Pattison, formerly wi 
J. Walter Thompson Company, Ne 
York, has joined the copy depart 
ment of Benton & Bowles, Ne, 
York. 


| 
|change, it is likely that the Berne 
I 
e 


si cto 


YOU PAY anyway! 


w Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don’t get it. . . You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn’t bring the desired results 
... You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY .. . Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
YOU. Let us demonstrate the value 
of this service on your next job. 
Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


The production FITTING SHOES FOR | 
requirements of | ansilwe Feel | 


this advertise- | 
| 
| 


iv 


ment were pre- 
pared by the 
| Faithorn Corp. 
for the Scholl 
Mig. Company. 


ogy. 
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PRINTIN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wis). 
but all are here, ready to serve you 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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Private Lines 


Co-op groups are determined to | 
make the most of the NBC-CBS re- | 
fusal to carry their paid advertising. 
The Cooperative League of the U.| 
s. A.’s news service devotes about 
half of each issue to the radio situa- 
tion, and papers published by vari- | 
ous co-op groups are riding herd on | 
the issue. For example, the current | 
16-page issue of The Cooperative | 
Consumer, North Kansas City, Mo., 
devotes two front-page news stories, 
two front-page boxes, and five addi- 
tional inside pages to the contro-| 


versy. Incidentally, this paper, pub- | 


lished by Consumers Cooperative 
Association, has a _ circulation of | 
100,000. 

x * * 


For years confectionery manufac- 
turers have been talking about an 
industry campaign, but nothing has 
ever come of it. Now the national 
association is talking about it again, 
and may do something. A proposal 
calling for a $200,000 advertising 
fund is being given serious con- 
sideration, the idea being to point 
up candy’s importance as a civilian 
and military energy source. 

* oo + 

Canadian publishers are _ con- 
vinced that the recent joint Can- 
adian-U. S. freeze order on news- 
print, which in effect amounts to 
about a 10% cut, is merely the be- 
ginning, and that much more dras- 
tic reductions in newsprint and 
probably in all paper will be at-| 
tempted shortly. If this occurs, they | 
say, similar cuts, at least in news- 
print, are almost inevitable for the 
United States. 

a * * 


Price adjustment boards are not 


generally questioning advertising 
expenditures by war _ contractors 
who don’t exceed their 1941 budgets. | 
Even when an industry is converted | 
50, 60, or 70% to war production, 
the Army will permit a manufac- 
turer to maintain his normal sched- | 


ule. Administrators of the renego- 
tiation law point out that they come 
from business, that they cannot 
“change their spots” over night, but 
that they are going to administer 
the law honestly and “toughly.” 
The decision in each case is a mat- 
ter of judgment. 
a * ok 


One reason that the Selective 
Service Administration is opposed 
to voluntary enlistments and re- 
cruiting advertising is that such 
aviation contractors as the Sperry 
Gyroscope Company, bombsight 
maker, are losing three workers by 
recruiting for every one drafted. 
There’s little hope of orderly re- 
placement training, and _ orderly 
calls to the armed services under 
such conditions. 

* * * 

The Attorney General has four 
means of bringing pressure on the 
foreign language press to prevent 


their use as Axis propaganda vehi- | 


} , ; 
heavy shippers as coal, minerals, 


| oil, 


cles: (1) ask them to stop printing | 


the Berlin-Tokio line; (2) freeze 


their assets through Treasury con-| 


trol; (most pro-Axis papers are con- 
trolled through dummy stockhold- 
ers in Stockholm or Berne); (3) 
deny access to the mails through 
the Postmaster General; (4) prose- 
cute under sedition laws. The gov- 
ernment is determined not to stop 
any foreign language papers which 
will respond to voluntary sugges- 
tion. They are too valuable in 
reaching large segments of the pop- 
ulation. 
* +. * 

There will be no formal, general 
order to stop “cross-hauling” from 
ODT. Mr. Eastman recognizes that 
the problem of over-lapping distri- 
bution varies with each industry, 
and is depending on WPB industry 
branches, together with their indus- 
try-advisory committees, to curtail 
cross and excessive hauling by vol- 
untary action. A 10% cut in such 


168,000" ~ 
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OF THEM READ XN 


"THE ROTARIAN. 


Her is an audience 


composed entirely of 


business executives and professional men. 
They're the leaders of their communities—men 
who buy and influence buying, not only for per- 


sonal use, but for their 
after the war. 


businesses—now and 


You can reach this hand-picked group of execu- 
tives with a single publication—The Rotarian— 
without waste circulation, with minimum 


duplication. 


And, remember—Rotarians read The Rotarian— 
regularly. Personal intery iew surveys plus thou- 
sands of letters on file show exceptionally high 
reader interest—and advertising results prove it. 


Let us give you some more of the interest- 
ing facts about this important audience. 


tHe Rotarian) 


35 East Wacker Drive, 


Chica go 


eae for June 


grains, heavy machinery, 
beer will forestall over-all 
according to ODT. 


and 
action, 


Swift & Co. has turned 38% of its 
typewriters in to the WPB as the 
result of the typewriter procure- 
ment campaign. Surveys revealed 
that 80% of the Swift correspond- 
ence was inter-office and _ inter- 
branch. The move has helped free 
clerical manpower for other war 
duties. 

* * * 


Although only in the handicraft 
stage as yet, Burgess Battery Com- 
pany’s handicraft division may have 
something which will make furni- 
ture and refrigerator makers beat 
a pathway to its door. Since down 
and kapok have been removed from 
the market, and sources of supply 
cut off, both furniture men (looking 
for an upholstering material) and 
refrigerator men (looking for insu- 
lating material) have been beating 
the brush for substitutes. Burgess’ 
answer is Typha, an airy substance 
which clings to the spikes of the cat 
tail. One plant is now in operation 
at Ashippun, Wis., chosen because 
of the proximity of a big marsh. 
Dr. C. F. Burgess, a former Univer- 
sity of Wisconsin professor, is sup- 


| cheaper 
| when it comes, will be handled by 


The new product is said to be both 
water-resistant and buoyant, and— 
when in quantity production — 
than kapok. Promotion, 


Duane Wanamaker, Chicago, who 
handles the handicraft portion of 


the account. 
* +. ~ 


Look for greater “integration” of 
food distribution channels in com- 
ing months. Although Donald Nel- 
son is determined to preserve “as 
much of the free competitive system 
of the country as I can,” coming 
manpower problems will require 
more efficient use of shrinking per- 
sonnel available in marketing or- 
ganizations. 

* * * 

Some system of 
rationing of train 
crowded Southeast and Southwest 
areas May be necessary in early 
1943. Non-commuter traffic on the 
rails is up 60% nationally and 100% 
in these areas. And 50% of all the 
Pullman riders are traveling on 
government vouchers. 


priorities or 
travel in the 


* * * 


Thurman Arnold is following the 


same philosophy he employed in the 


AP monopoly suit in seeking indict- 


ment of the Great Atlantic & Pacific 


Tea Company. Mr. Arnold would 


and A & P sell to its small, inde- 
pendent competitors at the same 
price computed for its own outlets, 
thus giving the small grocer bene- 
fit of A & P volume purchasing 
power. Mr. Arnold hasn't yet re- 
vealed what he would do with exist- 
ing food wholesalers, who would 
be squeezed by a super-monopoly 
A & P under his plan. 


Hopkins Names Dailey 

Jane Dailey has been appointed 
director of advertising and promo- 
tion for Hotel Mark Hopkins, San 
Francisco. She succeeds Jerome 
Baumgartner, to whom she was as- 
sistant, and who has joined the 
, armed forces. 


| 


Named Vice-President 


Louis N. Martin, formerly asso- 
ciated with Home Economics Serv- 
lice Corporation, New York, has 
been appointed vice-president of 
General Features Corporation, New 
| York. 


To Goodall Rubber 


Eleanor Bauer, formerly adver- 
|tising manager of the Flexrock 
Company, Philadelphia, has been 
named assistant to J. Mack Never- 
gole, advertising manager of the 
Goodall Rubber Company, Philadel- 


posed to have invented the process. | have AP sell its news to all comers, | phia. 


Production figures on shipbuilding, aircraft assembly 


and the other busy war industries in New Orleans 
have to be kept hidden, but there's so much activity 
sticking out all over the New Orleans area that any- 
one can identify this market at a glance as a vital 
and vulnerable sales target too big to miss! 


The busiest Christmas season never saw the stores so 
crowded with buyers. A wire now to any one of 
your own sales outlets in New Orleans will bring you 
quick confirmation of the sales potentialities and we 
can offer you the greatest *circulation in our his- 


tory to turn these potentialities into quick profits! 


* Motning 143,540, Evening 66,765 and Sunday 236,139 
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Heinz, P&G, and 
Standard Oil Win 
Outdoor Awards 


Wartime Posters Get 
Special Citations 
from Committee 


(Pictures on Page 47) 


Chicago, Nov. 12.—Human inter- | 


est in poster art—kids and dogs— 
shared major honors with the pa- 
triotic theme awards were an- 
nounced here today in the 13th 
annual and first wartime exhibition 
of outdoor advertising art sponsored 
by the Outdoor Exhibit Committee 
and the Chicago Federated Adver- 
tising Club. 


as 


As in former years, 10 honorary 
mentions were made by the judges 
in the regular competition. These 
are: ‘ 

“Send Your Heart Flowers,” for 
Allied Florists; artist, Lyman Simp- 
son; agency, Lauren Clody; lithog- 
rapher, 
tion. 

“Hop in, Neighbor!” for American 
Oil Company; artist, Norman Rock- 
well; agency, Joseph Katz Company; 
lithographer, Erie Lithographic Cor- 
poration. 

“Make ’em Last!” American Oil 
Company; artist, J. C. Leyendecker; 


| 


Ballantine & | business leaders believe this deci- 


agency, Katz; lithographer, Mc-}| 
Candlish. 

“Dog Poster,” P. 
|Sons; artist, Lauren’ Patterson; 


agency, J. Walter Thompson Com- 
pany; lithographer, U. S. Printing & 
Lithographing Company. 

| “You Work Better Refreshed,” 
Coca-Cola Company; artist, C. E. 


| Heinzerling; agency, D’Arcy Adver- volved in the development of such 


| 
| 
| 
| 


ADVERTISING AGE 


Brand Name Policy 


to Be Weighed in 
seers “oe WPB Concentration 


(Continued from Page 1) 
bers of a particular industry, has 
not worked out satisfactorily, he re- 
ported, since business men “were 
required to get together to elect 
some of their number to commit at 
least temporary suicide.” British 


sion should be left in the hands of 
government, and it is very likely 
that this cue will be taken up when- 


ever the WPB feels the need for 
action. 
The three major problems _ in- 


|tising Company; lithographer, Mc- | @ program, Mr. Burns said, are the 


| Candlish. 


H. J. Heinz Company captured | 


the first award in the regular com- 


petition, with a poster entitled “Hot | 


Dawg!” The artist is John DeLooy 
and Maxon, Ine., handles_ the 
account. Lithography was handled 


by Gugler Lithographic Company. 
The second award went to Procter 
& Gamble Company for Andrew 
Loomis’ attractive Ivory poster, “I 
Feel Like a New Woman!” Compton 
Advertising is the agency and Mc- 
Candlish Lithograph Corporation 
produced the work. Third honors 
went to Standard Oil Company of 
Ohio’s poster, ‘Has a Great Follow- 
ing—.” Albert Staehle is the artist. 
McCann-Erickson handles the ac- 
count and the lithography was done 
by Continental Lithograph Corpora- 
tion. 


Beauty Takes a Back Seat 


The beautiful woman type of out- 


door art failed to win a single rep- | 


resentation among the 
contrast to prewar years. 


leaders, in 


Three citations of merit were} 
made in the patriotic class, all spe- 
cial this year. One went to the 


Treasury Department’s poster of a 
furled flag, quoting a Roosevelt 
phrase, “We Can, We Will, 
Must!” (reproduced in ADVERTISING 
AcE, March 9) and a second to the 
Treasury poster entitled “Keep ’Em 
Rolling!” used as a bond appeal. 
The third is a Standard Oil of New 


Jersey poster, “Double Up, Don't 
Drive Alone, Save Gas and Rub- 
ber!” 


We} 


To Loose-Wiles 


“Always Ready to Serve,” Loose- 


Wiles Biscuit Company; § artist, 
Hayden Hayden; agency, Newell- 
Emmett Company; _ lithographer, | 


Spurgeon-Tucker. 

“Pepsi-Cola Hits the Spot,” Pepsi- 
Cola Company; artist, Sarra, Inc.; 
studio, Harry Watts; agency, New- 
ell-Emmett; lithographer, McCand- 
lish, 

“The Soldier’s Pack,” R. J. Rey- 
nolds Tobacco Company; artist, 
Sarra, Inc.; agency, Wm. Esty & Co.; 
lithographer, Strobridge Lithograph- 
ing Company. 

“Change Now to Summer Oil,” 
Standard Oil Company of New Jer- 


sey; artist, Howard Scott; agency, 
McCann - Erickson; | lithographer, 
U. S. Printing & Lithographing 
Company. 


“Doesn't Miss a Thing,” Standard 
Oil Company of Ohio; artist, How- 
ard Scott; agency, McCann-Erick- 
| Son; lithographer, Continental. 


Awards were made today at a| 
special luncheon at which Don 
| Belding, executive vice-president, 


Lord & Thomas, made the principal 
| speech. 


| Upson Publishes Booklet 


| Upson Company, Lockport, N. Y., 
|has issued a booklet telling the 
istory of its product, Strong-Bilt 
panels, which are now being used in 
construction of war housing. Copies 
may be obtained from the company 
on request. 


ALEX L. 


announces the 


edited in 


on all newestends 


Hollywood Office 
9126 Senset Blvd. ° 


RUTH WATERBURY 
(formerly editor Photoplay, Movie Misver, Silver Screen) 


as editor of 
MOVIELAND 


a magazine for the intelligent picture goer 


making its debut with the February issue 


New York Office: 
Hillman Building 
Times Square 


HILLMAN 


appointment of 


llenl 


December 30, 1942 


Chicago Office: 
333 No. Michigan Ave. 


selection of nucleus plants; the ar- | 
rangements needed to enable closed | 
plants to continue providing goods 
to their customers; and what com- 
pensation, if any, should be pro- 
vided to closed plants. 

The British, he said, have strived 
to avoid destruction of brand identi- 
ties, and wherever possible goods 
supplied to a company whose plant 
has been closed is labeled with the 
latter’s name. This is true even in 
cases where only utility goods are 
manufactured, such as the shoe in- 
dustry. But the government has not 
found it possible to protect brand 
names in all instances, because such 
protection would require excessive 
use of transportation, scarce mate- 
rials or labor. 


Two Methods Used 


; A ; 5 
Of the two industries in this 
country where concentration has | 


'been put into effect—bicycles and | 


kitchen stoves—the former, with 
only two plants’ operating, has | 
|dropped brand names, while the 


stove makers have the privilege of | 
attaching their brand names if they 
desire. 

“The pressure of war is very 
likely to require the simplification 
of many products, and manufac- 
turers may prefer not to have their 
names on these products,” Mr. 
3urns observed. “In some indus- 
tries it may prove difficult to main- 
tain all brands and be unfair to 
maintain some. In this matter the 
desires expressed by business will 
be an important guide. But the pri- 
mary test in making policy with re- 
gard to supplies of goods to closed 
plants and with regard to brand 

|names will always be the potential 
gain to the war program. Where 
there is no gain, no steps will be 
taken to change existing market 
organizations.” 

| The problem of simplification 
‘and standardization was discussed 
by Willis S. MacLeod, chief of tech- 
| nical operations, OPA standards di- 
| vision, who emphasized the inter- 
relationship between price control 
|and quality maintenance. Consider- 
j}ation of quality factors, he ex- 
| plained, is undertaken by a group 
of OPA technicians in cooperation 
with the industries affected as well | 
as other government agencies that | 
may be interested. 

Among the quality § identifying 
techniques currently in use is the 
broad quality freeze, involving a 
base period of quality and a base 
price. Another is the association of 
price and quality in the area of 
brands. In the rubber heel order, 
for example, OPA stipulated the 
brands of rubber heels that have 
been normally utilized and normally 
produced in the servicing and re- 
pairing of shoes. 


Denies “Socialism” Charge 


Mr. MacLeod termed a “total 
prevarication” reports that OPA 
was considering the establishment 


of regulations that would prohibit 
the advertising of certain commodi- 
ties. He asserted OPA has no such 
program or policy and recalled Leon 
Henderson’s addresses before ad- 
vertising groups during the past 
year, denying that OPA has either 
the authority or desire to “become 
reformists or to socialize in any 


sense, apart from the fact that we 
must consider that price control in 


November 16, 1942 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
64 sqeptadives Available,” 30 cents a line, minimun charge §1. 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 
$4.75 per inch. 


and 
Terns 


HELP WANTED 
ADVERTISING WOMAN 
Wanted for Mid-West war industry, | a = - —— 

previously well-established in peace- POSITIONS WANTED 

time markets, now concentrating on | ADVERTISING EXECUTIVE 
aircraft instrument manufacture. In-| A sound, honest-to-common-sense 
telligence and adaptability most im-| vertising man with twenty ye 
portant; ability to write technical| agency and general advertising 
data secondary; experience or train-| perience. An account executive w 
ing in electrical engineering or simi-|an enviable record . a promot 


age, past experience, education, dr 
exemption, references. 
Box 3857, ADVERTISING AGE, Ch; 


lar technical field will be of great| man who can do magic with wo 
value. Write, giving full details of | and layouts, and a keen merch 
personal factors, training and pre-|diser to boot. An original, well-tr 
vious job experience, with photo-|elled sort of fellow who can m: 


graph, if available. Send no samples |a camera tell a sparkling sales st 


of work until requested, Written for radio? Yes, and direct«d 
Box 3854, ADVERTISING AGE, Chgo. ithe show. He creates interest 
Se i | house-organs; knows how to dig ) 
Layout man or woman for work, 7th | parket facts and put them to w: 
to 12th each month, Must be speedy,|No draft problem. As a copywrit 
expert and a whiz. Judy Publishing | account executive, advertising m 
o., Chicago. ager or public relations man, he » 
Promotion or Business Manager deliver the goods, ; oe 
Wanted—For leading industrial pub- | Box 3856, AUVERTISING AGE, Ch 
lication. If you Know industrial ad- | Ady. salesman with newspaper, miag- 


vertising and have experience in pub- 
lication promotion and management 
here is an opportunity for permanent 
position, excellent future with an es- 
tablished publisher. In writing give 


azine, and merchandising exp. seeks 
publication to represent or sales p 
motion job. Ample references, 
service man, 

Box 3855, ADVERTISING AGE, C1 


relation to the war effort is in some JOSEPH M. NEISNER 
degree socialization.” Rochester, N. Y., Nov. 10.—Jose 
Howard Coonley, deputy director| MM. Neisner, 61, president and co- 
of the WPB conservation division, | foynder of Neisner Brothers Com- 
dwelled on the essentiality of indus- pany, died here last night at 
trial standardization and urged|};ome. Mr. Neisner became presi- 
business men to adopt a_ broader | gent of the variety chain following 
viewpoint on this subject. He cited | the death of his brother, Abraha 
numerous instances of accomplish- | jn 1933. They opened their fi: 
ments in this field and assured his | store in Rochester in 1911. and saw 
listeners that the many business | the chain grow to 118 units. 
men serving with the WPB an nae 
other agencies hav e no desire to do WILLIAM T. COULEHAN 
anything that will upset the free en- | Evanston. Ill.. Nov. 10.—Funeral 
terprise system when the war is eet ae i ; ' 
over. 


4 
n 
¢ 
l 


services were held here today for 


| William T. Coulehan, 48, advertising 


Government Takes Over 
WRUL for War Use JOHN A. KEEFE 


The Federal Communications Anderson, Ind., Nov. 9.—Funeral 
Commission and Office of War In- | services for John A. Keefe, 61, gen- 
formation revealed last week that} 4.4) manager of the Anderson 
the government had taken over con- Herald and former Scripps-Howard 
trol of Station WRUL, Boston, but Ay ae bs “ty 

executive, were held here Nov. 3 


that the owners will receive “fair 
WILLIAM F. HAMILTON 


compensation” for use of its facili- 
ties. 

A statement explained that the Somers, N. Y., Nov. 11.—William 
step was necessary because the gov- F. Hamilton, 60, who recently 
ernment required WRUL’s short) joined the national advertising de- 
wave facilities, as well as those of| partment of the New York News. 
other stations, in acvance of any | gied here today. Born in Detroit, he 
offensive action by American troops hed he oneneied tat eevestl 
in the European war theater. Gov- = — ee yee 
ernment representatives previously advertising agencies, and had been 
had said that Walter S. Lemmon, @4vertising manager of Cosmopoli- 
president of World Wide Broadcast- | tan, Liberty and Conde Nast publi- 
ing Company, owner of the station, cations. 
refused to join the broadcast setup 


and disagreed over the sum to be ° . 
paid for tise of WRUL- Industrial Editors Elect 
oe Frank Whitbeck, Little Rock, has 
° been named president of the South- 
Opens West Coast Office western Association of Industrial 
Foreman Company, Chicago radio | Editors, and Clarence E. Trout, ! 
station representative, has opened a of the department of publications at 
West Coast office at 205 S. Beverly | Oklahoma A. & M. College, has been 
Dr., Beverly Hills, Cal. |elected secretary for the fifth con- 
 eamaaaeeeasineaae secutive term. Other officers «re 
Luther Williams, Tulsa, director: 
NBC Names Wagner | Bob Mullen, Kansas City, first vice- 
Jane Tiffany Wagner, formerly 
director of the home economics de- 


president; Alta Ewalt Evans, D: 
second vice-president; Florenc‘ 
partment, public relations division | Morgan, Kansas City, editorial di- 
of Standard Brands, Inc., has been ‘ 
appointed director of women’s war! Tulsa. treasurer. 


rector; and Leatrice Hollen! 
activities for National Broadcasting a 
Company. Peanut Week Scheduled 
The week of Jan. 21-30, 1943, as 


Ward Moves Offices 


| . . 
manager of the Union Server Pub- 
lishing Company. 


ead 


been selected for the annual ‘4- 
James A. Ward Company, Chi- | tional Peanut Week cam} n 
cago, business paper representative,| sponsored by National Peanu 


has moved to 8 S. Dearborn St. Council, Atlanta. 


WCOP has 117 accounts on its airways this week 
. and more are added weekly. 
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Don't Increase 
Gas Taxes, Oil 
Group Petitions 


‘hicago, Nov. 12.—Directors of 


the American Petroleum Institute, | 


which held its convention here this 
week, went on record as opposing 
any increases in gasoline taxes 
which might be proposed to offset 
losses in government revenue re- 
sulting from rationing. 


Similarly, the 1,600 oil men who | 


attended the convention 
through the Petroleum 
War Council, to recommend that the 


voted, 


regulation work week for industries | 


be extended to 48 hours from its 
present 40. 

The war council, which held its 
November meeting along with the 
national association, urged that 
truck speeds be exempted from the 
35-mile limit, and moved up to 45 
miles per hour. Bad news for East- 
erners who face a chilly winter was 
the prediction of the council that 
the eastern territory can expect a 
daily deficit of some 100,000 barrels 
of oil over the next few months un- 
less tank car movement can be in- 
creased over the present daily de- 
livery of about 800,000 barrels. 

Phillips Blasts Oil Curbs 

Frank Phillips, 
Phillips Petroleum Company and 
head of the petroleum industry com- 
mittee for 15 midwestern states, 
asserted in an interview 
United States would be seriously 
short of oil for war uses within a 
year or two because of govern- 


mental curbs on field development | 


and efforts to bring in new wells. 

Mr. Phillips, whose opinion has 
previously been that oil rationing 
was not indicated for the midwest- 
ern area, charged that “the lack of 
oil to fight the war with will be the 
next national scandal.” 

One of the key points of the oil 
industry’s disagreements with the 
government covers the price of 
crude oil, which the companies in- 
sist is too low to provide the money 
to “wildeat” and try for new wells 
in proven fields. Although there has 
been much talk about a subsidy to 


adjust the price squeeze, a council | 


resolution declared that “a fair and 
adequate price for crude oil... will 
more effectively increase recovery 
from existing fields than can pos- 
sibly be achieved through any form 
of government subsidy.” 

The oil industry, however, drew 
a rare laurel, the praise of Secretary 
of the Interior Harold L. Ickes. In 
a prepared speech, which was read 
by W. Anton Jones, president of 


=[a 
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1 TO ALL 


= JinTERESTED 
IN LOW-COST 
SALES 


An 8-Pagé Story That Will Open 
Your Eyes to a New 3- Million 
Market --- Bring More Profits 
from Your Advertising $! 


No alert advertiser—large or small 
can afford to overlook the un- 
usual opportunity presented in this 
brochure. 3,000,000 colored people 
working, spending market as 
‘ig as Chicago) are waiting to 
ar your sales story for the first 
time. Just use a 3c stamp and get 
| the inside facts on how to sell 
1 develop this colored market. 


ATTACH TO YOUR LETTERHEAD 
AND MAIL TODAY 


AFRO-AMERICAN NEWSPAPERS | 
628 N. EUTAW ST., BALTIMORE, MD.! 
I 


—_ 


ase send me your 8-page bro- 
ire: “New Markets to Conquer.” 


Industry | 


chairman of | 


that the | 


WATCH OUT! 


Warning! Warning! Warning! 


Don't Use Beer Kegs 
To Store Gasoline 


MATHIE-RUDER WAUSAU 
BREWING CO. BREWING CO. 


Motorists have long been warned that 

beer and gasoline don't mix. With this 

newspaper copy in Wausau, Wis., brew- 

ers jointly warn drivers not to hoard 
gasoline in beer kegs. 


Cities Service Company, the Petro- 
leum Coordinator declared that the 
industry was “holding the center of 
the line’”’ against the Axis powers. 

He said he wished he might make 
public the production of 100-octane 
gasoline because “it represents a 
near miracle.” He urged that the 
API do all in its power to preserve 
the “little men” in the industry, al- 
though he added that the small 
operator’s chance in a war economy 


” 


is “dubious. | 


William R. Boyd, chairman of the | 


|; war council and president of the in- 
stitute, branded as untrue charges 
that the oil industry had sought to 
monopolize synthetic rubber pro- 
duction. He also reiterated the 
council’s stand against extension of 
gasoline rationing into areas where 
| plentiful supplies and transportation 
facilities are available. 


Vitamin ‘Morale’ 


Appeal Assailed 
as Unfounded 


Chicago, Nov. 12.— Advertising 
|intended to sell a combination of 
vitamins to war workers as a 
|morale builder came in for attack 
here today as the Nutrition Founda- 
tion disclosed it has raised slightly 
more than $1,000,000 to finance re- 
search into America’s nutrition 
needs. 

Dr. Morris Fishbein, editor of the 
Journal of the American 


| 
| 
| 


Medical | 


Association, told trustees and direc- | 


tors that the concept that the human 


being is constructed to survive with | 


food—not pills—as his dietary sub- 


sistence is the only one which seems | 


desirable now as the basis for a 
nutritional campaign. “We can't 
build morale with pills,” he added. 

The foundation, which was set up 


last December, has already made a 


’ 


total of 54 grants to various colleges | 


and universities to finance special 
research projects in the nutrition 
field. 


Agency Group 
Names Donnelley 
to Another Term 


Chicago, Nov. 10.—Lee E. 
nelley, Lee Donnelley Company, 
Cleveland, was unanimously elected 
to another term as president of the 
First Advertising Agency Group at 


| 
| 
| 
| 
| 
| 


Don- | 


its annual convention here Nov. 6-7. | 


Norman E. Lewis, The Ridgway 
Company, St. Louis, was named 
vice-president and Melvin F. Hall, 
president of the Buffalo agency 
which bears his name, was elected 
secretary-treasurer. 

Aside from a brief business ses- 
sion, the group concentrated during 
its two-day meeting on an exchange 
of ideas and methods used to help 
convert advertising to war jobs, and 
adjustments which must be made in 


individual agencies to meet wartime | 


conditions. 


Issues Advertising Manual 
Florida Daily Newspapers Adver- | 


tising Association has published a 
manual for newspaper 
salesman entitled, “You Can Sell 
Newspaper Advertising.” 


advertising | 


Los Angeles Papers 
Cooperating in 
New Promotion 


(Picture on Page 47) 

Los Angeles, Nov. 12.—A cam- 
paign to stimulate newspaper read- 
ing is now under way in Los An- 
geles, the work of four Los Angeles 
newspapers, and the reading is pro- 
moted by advertising—even adver- 
tising in competitive media. 

The keynote of the campaign is 


“Read a Los Angeles newspaper 
every day ... keep up with all 
that’s new.” It is sponsored by the 
Daily News, Examiner, Evening 
Herald-Express and Times. The 
publishers have engaged Dan B. 
Miner Company, Los’ Angeles 


agency, to direct the promotion. An 
interesting phase of the program, 


which will run six months, is the 

fact that none of the four news- 
papers is specifically listed. 
Into Many Media 

In October, quiz copy was in- 


serted in 18 community newspapers 
surrounding the city. Five show- 
ings of two posters have been ar- 
ranged in metropolitan Los Angeles 
and 31 adjacent cities. <A total of 
1,400 double car cards have been 


scheduled for the public transpor- |, 


tation systems of the city, and re- 
prints of these advertisements will 
be posted in bowling alleys and 
other recreation centers. A_ spot 
radio campaign, consisting of 1,664 
announcements, will be used over 
16 stations in the area. The same 
series used in suburban papers will 
appear in business papers. Further, 
a series of six 20-inch advertise- 
ments will appear weekly in 49 
college, junior college and _ high 
school publications in the area. 

A specific object of the campaign 
is the horde of new workers which 
has swarmed into the Los Angeles 
area to work in aircraft plants and 
shipyards. 

An advertising committee named 
by the publishers works as liaison 
between the agency and the news- 
papers. It consists of D. D. Durr, 
chairman of the Los Angeles News- 
paper Publishers Association, Roy 
Walker of the Herald-Express, O. E. 
Schwarz of the Daily News, Robert 
Svensson of the Times and C. O. 
Davis of the Examiner. 


Dunlop Campaigns 
Advertising recently placed in 
Canadian newspapers for Dunlop 
Tire & Rubber Goods Company 
graphically depicts an investment in 
Victory bonds as “A dagger pointed 
at the heart of Berlin.” Vickers & 
Jenson, Toronto, is the agency. 


Five Appointed to 
Peabody Awards Board 


New appointments to the ad- 
visory board for the George Foster 
Peabody Radio Awards are as fol- 
lows: 

Dr. Ralph Casey, director, School 
of Journalism, University of Minne- 
sota; Joseph Henry Jackson, liter- 
ary editor, San Francisco Chronicle; 
Beatrice Sawyer Russell, director of 
educational service, Quarrie Cor- 
poration, Chicago; Dr. I. Keith 
Tyler, director of evaluation of 
school broadcasts, Ohio State Uni- 
versity; and Earl J. Glad, chairman, 
NAB code compliance committee, 
Salt Lake City. 


Grant Promotes 
War Stamp Sales 


W. T. Grant Company, New York, 
has inaugurated an intensive cam- 
paign to get customers to “add a 
war stamp to every gift.” Custom- 
ers buying a gift and a war stamp 
to go with it receive a tiny folder 
With space for one stamp to be 
tipped in. Copy on the cover says 
“Merry Christmas with a Victory 
Dividend.” 

Display cards and window 
plays back up the promotion. 


dis- 


Crowell Joins Ayer 

James R. Crowell has joined the 
public relations staff of N. W. Ayer 
& Son, Inc., New York. 


Surely, Swiftly, Safely 


— thus moves 
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EXPERIENCE! 


WHEN YOU BUY SORG PAPERS, you're get- 


ting the benefit of an unusual 


skill which results from 90 years’ experience. 
You're getting the results of year-after-year 


men in the 
paper-making 


pioneering in meeting the needs of virtually 


every kind of business that uses paper. Natur- 


ally, this means— 


SURE-FOOTED AND SWIFT 
For 


of your paper problems. 


policy of pioneering the production 
of better papers for any specified 
purpose has bred in Sorg personnel 


a wealth of resourcefulness. To 


OUR LABORATORIES ARE 
SERVICE. We are ideally qualified in per- 


Sorg organization, a new paper 


problem is something to be met and solved. 
In considering a specialty paper, please re- 
member that— 


AT YOUR 


sonnel, equipment, and available raw mate- 


SOLUTION, 
its 


the 


Ric. us pat OFF 


best meet your needs . 


recommend 


rials to develop exactly the paper that will 


.. Or, out 


of our long experience, we will 


a Sorg stock paper 


which will give you complete and 
lasting satisfaction. 


THE SORG PAPER COMPANY .. . MIDDLETOWN, OHIO 


Manufacturers of a wide variety of Fourdrinier and Cylinder papers ... Specially constructed papers made to individual orders. 


Bristol © Cream Sorex @ White 
Document ¢ Buckhide Tag ¢ 
Card @ Middletown Post Card 


DBL (Double Bleached Lined) ; DIP (Dyed-in-Pulp) 


STOCK LINES: Equator Offset ¢ Equator Index 


Sorex @ No. 1 Jute 
Valley Cream Post 


For Converting Use High St 


CHICAGO OFFICE: 

NEW YORK OFFICE: , 
REPRESENTATIVES, BOSTON: C. H 
ST. LOUIS: H. E. Bouis, Ambassador Bldg. 
LOS ANGELES: N. L 


Daily News Bldg. 
370 Lexington Ave 
Dodge, 10 


Brinker, 122 S. Central Ave. 
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Lumbermens Mutual 
Inaugurates Upton 


Chicago, Nov. 12.—Believing that 
radio news listening will shortly 
approach post-Pearl Harbor peaks, 
Lumbermens Mutual Casualty Com- 
pany will begin a new 
newscasts Nov. 22, 
ton Close. 
heard at 5:15 to 5:30 p.m., 


network. 
Burke Herrick, radio director of | 
Leo Burnett Company, the agency, | 


said the program was selected after | 


a War Department survey had 
pointed out that news programs 
were ranked second to music by 
soldiers. A further advantage of 
news programs is that, in terms of 
cost per thousand listeners, they are 
exceedingly economical shows, par- 
ticularly from a talent standpoint. 
The current action in the southern 
Pacific brings Mr. Close’s experi- 
ence into full play. He will handle 
the insurance company show some 
three hours after he has done an- 


series of | 
featuring Up-| Oil 
The program will be| sponsor, is also a Burnett account. 
EWT, | 
Sundays, over a 56-station ‘Mutual | 


other news program on NBC for W. 
A. Sheaffer Pen Company. A news 
program for Northern Pump Com- | 

pany, chiefly devoted to the news of | 
domestic war production, is broad- | 
cast by the news analyst on Satur- 


| days. 


Close News Series 


Lumbermens, the largest automo- 
bile casualty 
stranger to radio. Last spring it 
took part of a split network, and 


/sponsored H. V. Kaltenborn’s Sun- 
| day broadcasts in upper New York | 
Nor is the agency new to) 


State. 
news program handling, for Pure 
Company, Mr. 


See Public Service Angle 


From an advertising viewpoint, 
the program is viewed as a public 
service gesture by the insurance 
company, although solid selling also 
enters the picture. For example, the 
company expects the show to: 
stress new low casualty rates (down 
some 30 to 40%); sell hard to the 
uninsured driver, who now faces a 


greater risk because he is probably | 


carrying two to three times as many 
passengers as heretofore; and re- 
place salesmen, because Lumber- 
mens’ sales staff has been severely 
pared. 

Casualty premiums were reduced 
primarily because of the 


company, is no} 


(1) | 


mileage in prospect for most car 
owners. It is felt that with these 
reduced premiums, and the added 
responsibility of passengers, the un- 
‘insured driver is a better market. 
It is also felt that many drivers who 
|/now consider putting up their cars 
|because the weight of insurance 
seems out of proportion to the 
usage they will receive, may be de- 
terred by the lessening of casualty 
premiums. Finally, being a mutual 
company, dividends enter into the 
picture. 


| Originates From Lecture Sites 


Kaltenborn’s | 


The program will originate from 
/whatever Mutual station is nearest 
the point where Mr. Close is lectur- 
ing at the time. The Far Eastern 
analyst has some four lecture en- 
gagements weekly. First show will 
originate in Washington, and James 
S. Kemper, president of the insur- 
ance company, will be on hand to 
introduce Mr. Close and inaugurate 
the series. 

Paul C. Harper is account execu- 
tive on the Lumbermens account for 
Leo Burnett Company. 


WLIB Appoints Walker 


Walker Company, Chicago, has 
been named sales representative by 


Station WLIB, Brooklyn, in all mar- 
limited | 


kets excluding the East. 


The Globe-Democrat’s Unique 
Food-Store Inventory Plan 


makes $v. LOUIS 
the favored Test Market 


HIS successful, working plan makes “test mar- 
ket” really mean something—gives the adver- 
tiser a true, quick picture of the movement in 17 


grocery classifications. 


Test with advertising in The Globe-Democrat 
market, and get the benefit of this continuing audit 


of retail grocery inventories. 


Globe-Democrat periodic reports will show you 
not only how YOUR PRODUCT is moving, but 
also how competitive lines are being sold. 


No Other St. Louis Newspaper Offers This Service 


The Globe-Democrat, right on 
the ground, has access to infor- 
mation which the grocery adver- 
tiser cannot get so easily, 
so quickly, so accurately 
in any other way than 
through the aid of this 
newspaper. 

TEST in ST. LOUIS. 
The Globe-Democrat can 
show you a testing plan 
unique in this market. 


The scope of this plan will amaze 
you. 
is footing the bill. 


ent 


And The Globe-Democrat 


For a quick, 


Globe-Democrat FOOD 


whatsoever. 


This FREE Booklet 
Tells the Story Quickly 
easy picture of The 


STORE 
INVENTORY PLAN which is mak 


ing St. Louis the favored 
Market, write for this interesting 
FREE Booklet. No 


obligation 


This Simple Plan enables the Food Advertiser to 


QUICKLY 
ACCURATELY 
ECONOMICALLY 


Test 


Pittsburgh Bank 
Continues Drive 


for Loan Business 


Sets Record While 
Others Curtail Their 
Promotional Efforts 


Pittsburgh, Nov. 12.—The wisdom 
of continuing a sustained advertis- 
ing program even in the face of ad- 
verse wartime conditions is forcibly 
demonstrated by the Peoples-Pitts- 
burgh Trust Company, one of this 
city’s leading banking institutions. 
For years, the company has been 
the most aggressive bank advertiser 
in Pittsburgh, spending more money 
for this purpose than any other local 
financial institution. 

Proving that this advertising ex- 
penditure brings all-round results, 
Peoples-Pittsburgh’s corporate and 
individual demand deposits have 
soared 109% during the past three 
years, and loans and discounts have 
increased 16%. Defense and war 
production loans already negotiated 
exceed $60,000,000. 

Personal loan advertising is be- 
ing maintained by the bank despite 
the fact that the government has 
placed curbs on instalment selling, 
plus the additional factor that major 
long-term financed goods such as 
automobiles, refrigerators and ap- 
pliances are no longer available. 
Many other banks virtually halted 
all efforts to get personal loan busi- 
ness. Peoples - Pittsburgh did not 
concur in this thinking. 

The bank believed that people 
still needed money for unexpected 
illnesses, for hospitalization, to pay 
up taxes, to send their children to 
college, to consolidate and pay off 
debts, and for other worthy pur- 
poses. It reasoned that even if 
there was only a fraction of the per- 
sonal loan business that formerly 
existed in this market, Peoples- 
Pittsburgh could corner the bulk of 
that available business by continu- 
ing its advertising and promotional 
efforts. So it has proceeded to hunt 
personal loan business for all legiti- 
mate purposes just as aggressively 
as it ever did. 

Decline Is Slight 


According to Gwilym A. Price, 
president, Peoples-Pittsburgh’s 
small loan volume dropped only 
nine-tenths of 1% in the face of an 
average decrease of 35% in the 
small loan business of all banks in 
the Fourth Federal Reserve District 
during the first eight months of 
1942, compared with the same 
period of 1941. He added that de- 
spite greatly restricted use of build- 
ing materials, the bank made more 
modernization loans in the first 
eight and one-half months of this 
year than in all of 1941. 

The bank’s advertising budget 
for its personal loan department 
was nearly as large this year as in 
any previous year since this activity | 
was inaugurated. 
vertisements, of a 
umn by 8-inch size, appear once 
a week in the Pittsburgh Press and 


Sun-Telegraph. In addition, out- 
door posters, radio, street car signs, 
handout folders, direct mail and 


bank window displays are used to a 
considerable extent. 

The institution also is carrying on 
a special advertising campaign, 


TRIBUTE TO CLIENT 


Pittsburgh's Victory Materials 


For y-one years, im peace-time 


series, its 700,000 people, with speedy and | 


d war-cume, the B&O has 


hat the B & © began its chrough-servace 


As part of its regular advertising sched- 
ule, Peoples-Pittsburgh Trust Co. has 
initiated a series of newspaper adver. 
tisements featuring success stories of 
companies it serves. 


Conduct 10-City 
Test for Deleet 


Sudsing Tablets 


Chicago, Nov. 12.—A new prod- 
uct, Deleet sudsing tablets, made by 
General Bandages, Inc., is currently 
being given a test promotion in 
newspapers of 10 Midwestern cities. 

Announcement copy of 840 lines 
is spearheading the drive. Inser- 
tions begin on a weekly basis, and 
scale down to once every three 
weeks. Spot radio is used in La 
Crosse, Wis., but only in that city, 

Copy stresses the “new” angle, 
and also mentions the avoidance of 
spilling and messiness attached to 
sudsing flakes. With the new prod- 
uct, a washing operation consists of 
crumbling one tablet into coarse 
powder in the washbowl, then run- 
ning the water forcefully. One tab- 
let, the copy says, is sufficient to 
“‘rinse out’ an ordinary day’s ap- 
parel.” 

The tablets “may be used to wash 
anything that is safe in water,” the 
copy affirms. The new product 
comes in two sizes, eight tablets for 
10 cents, 22 tablets for 25 cents, and 
is sold only through drug and syn- 
dicate stores. 

Future promotional plans depend 
on consumer reaction to the 10-city 
test. As soon as national distribu- 
tion is achieved, provided the results 
of the test warrant it, the company 
will consider national promotion 

Wade Advertising Agency has the 


| account. 


Taylor Joins Nelson 

Ruth Taylor, well-known illus- 
trator, newspaper and commercial 
|artist on the Pacific Coast, has 
joined A. E. Nelson Company, San 


| Francisco agency, as art director. 
| 


Personal loan ad- | 
standard 2-col- | 


geared directly to Pittsburgh’s part | 


in the war effort. This includes 
publication every other week in the 
morning Pittsburgh Post-Gazette of 
a 3-column by 11-inch 
ment featuring large local indus- 
tries and businesses, now contribut- 
ing heavily to the all-out fight for 
victory, who are customers of 
Peoples-Pittsburgh Trust Company. 
Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


Features Human Interest 


A campaign featuring human in- 
terest news copy has been launched 
in newspapers by Jack & Heintz, 
Cleveland, through Jones & Brake- | 
ley, New York, its newly-appointed | 


agency. 
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PHOTOGRAPHIC | caye ruEL. 


REVIEW OF 


THE WEEK 


A CHALLENGE TO ALL AMERICANS 


DDLY enough, this type of collar fits all kinds 
( ) ple... Caechs and Poles, Frenchmen and 
‘ sean *. 


corculate forbidden pews 
1 listen to forbidden radio 


ams Who get themselves accused. on no mat. 


~ lutle eviderce..of spying of 


wnterfering of 


TRY THIS FOR SIZE... 


and silent, their arms by their sides, their heads 

slightly askew as if they did not completely com 

prehend what had happened 

s0 far, So far, these hang: 
nly to faraway people. Have 
ught that someday you might 

te subject for such photographs? 


at we expect to fight this war for 


assume is invincible, the country 
ns of “other people”...thet 


to do, and do it. Unless we realize that cach one of 
us is the country 


It's not @ minute too soon to get the picture 


. 
help turn the tide...not a min 
everything humanly possible, mow to save our 


AMERICAN 
LOCOMOTIVE 


Pee ed 


This is the initial advertisement of a new American Locomotive Co. series which 
refuses to gloss over the heartbreaks which would follow an Axis triumph. Walter 
Weir produced the hard-hitting copy. (Story on Page 28.) 


WIN MAJOR OUTDOOR AWARDS 


Reproduced above, in the order shown, are the first, second and third award 
winners—with not a beautiful girl among them—in Chicago's 13th annual exhibi- 
tion of outdoor advertising art. The three companies are H. J. Heinz Co., 


Procter & Gamble, and Standard Oil Co. of Ohio. 


Has a great following! 


e . I 


(Story on Page 44.) 
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TO HOME OWNERS 


INSULATE 
‘YOUR HOME & 


Ask your Building Materials Dealer about 
\nsuletion Board for Homes. Attic reome..Gerages.. 


INSULATION BOARD INSTITUTE 


The Insulation Board Institute seeks its 

share of the first wartime winter insula- 

tion market with more than 100,000 post- 

ers to be displayed in banks, post offices, 

etc., in cooperation with the fuel con- 
servation drive. 
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MZ Howaiion Pineapple Products 


(hom Hawa, U5. a. 


Trouble with supply and demand is ex- 
plained to the best of its ability by 
Hawaiian Pineapple Co. in this adver- 
tisement, to appear next month in Family 
Circle, Life, The Saturday Evening Post 
and in January issues of women's maga- 
zines. N. W. Ayer & Son, San Francisco, 
is the agency. 


NOW! Professiona/ 


COST LESS THAN UREXPOSED Frum 


FURST AUTHENTIC 6 AND te mmm 


MOVIES coer vets —_— 


FOR OWRERS OF 
Wen mo 8. 


Poot ions 


Business has doubled every year since Castle Films started to advertise its home 
movies. These are typical examples of the copy, some in two colors, used in 
national magazines to attract home movie fans. The two at the left are prewar 
messages; the third was released after the Jap attack on Pearl Harbor; and the 
final advertisement is scheduled for release next month. (Story on Page 18.) 


DOUBLE-BARRELED SALES APPEAL 


5% * re 


The double-barreled flavor theme for Walker's DeLuxe bourbon is illustrated 
with a third-dimension figure of a skater in this new fall window trim devised 
by Hiram Walker, Inc. 


CELEBRATE RADIO PROGRAM MILESTONE 


At ceremonies feting Mary Lee Taylor, beginning her |0th year on CBS, are 
(left to right) W. B. Campbell, general sales manager, KMOX, St. Louis; Merle 
S. Jones, general manager; Mrs. Erma Proetz, executive vice-president, Gardner 
Advertising Co., who originated the program; E. A. W. Schulenburg, media 
director of the agency; J. L. Van Volkenburg, CBS assistant western manager; 
W. T. Nardin, general manager, Pet Milk Seles Corp., the sponsor; C. J. Hib- 
bard, advertising manager of the company; Gordon Ellis, announcer; Miss Taylor; 
and Arthur Casey, KMOX public relations director. 


NEWSPAPERS JOIN IN CO-OP PROMOTION 


$ 3 


, ee ae 5S Sr or 
’ *s “we 


READ A LOS ANGELES NEWSPAPER EVERY DAY! 


é 
4 


The Los Angeles Daily News, Examiner, Herald-Express and Times have joined hands in a cooperative, six-month advertising 


campaign. 
college and business papers. 


Promotion will entail outdoor posters, like the above, car cards, spot radio, and advertisements in suburban, 
The objective is the flood of new workers in the Los Angeles area. 


Dan B. Miner Company 
is the agency. (Story on Page 45.) 
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Pies innate sense of humor 
is the secret weapon Hitler fears most 
today. Desperately his stooge, Herr 
Goebbels, has attempted to imitate it by 
proclaiming a Laughter Week-a week 
during which all true Aryans *‘must be 
cheerful, must laugh, must tell funny 
stories.” 

Fortunately, Americans need no Act of Congress to 


make them smile. Laughter is the American birthright 
—a wholesome habit formed in early childhood. 


For more than 40 years, Puck -The Comic Weekly has 
been the nation’s greatest source of humor. Puck has 
played a significant role in the moulding of American 
character. 


Distributed to more than six million families with 
15 great Sunday newspapers from coast to coast, Puck 


AMERICA’S 
SECRET WEAPON 


...0ur National & 
Sense of Humor 


POPEYE ALWAYS “MOWS ’EM 


today is a keystone of national morale. Just as Alice in 
Wonderland stepped through the mirror, so do these 
more than six million families—men, women and 
children— once a week, step into a world of fantasy 
through the colorful pages of Puck -The Comic Weekly. 


No. 1 in the Army Camps 

With the nation working as never before, Puck pro- 
vides a necessary “breathing spell’’— priceless moments 
of entertainment to millions on the home front. And in 
addition, the “comics,” by popular vote, have proved 
to be the No. 1 reading matter among the boys in the 
service. 

Ask any passerby on any street corner in America: 
“Ever hear of Jiggs and Maggie?” and watch the twinkle 
in their eyes. Sure, they've heard of Popeye, too, and 
Blondie and Barney Google and Tillie the Toiler and 
Flash Gordon, Skippy, The Katzenjammers, Tippie, 


FOUNDED 1876 


OMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York « Hearst Building, Chicago 


Aladdin, Jr., and all the favorite characters that make up 
Puck's great ALL STAR CAST. 


There’s another group that knows Puck intimately — 
a sophisticated group of the nation’s leading advertis- 
ers. Ask any one of dozens of shrewd media-minded 
firms who have used PUCK’S pages to popularize their 
products and you'll get the same answer. It boils 
down to this: 
They chose Puck for three reasons: 
1. It’s the only national comic weekly. 
2. It blankets the great industrial areas which today, 
as always, are the most prosperous markets in 
the U.S.A. 
3. It’s read more thoroughly by more people than 
any other publication of its kind in the world. 
Proof of the advertisers’ confidence in Puck -The 
Comic Weekly is evidenced by a gain in billing of 8% 
for the 11 months of 1942 over the corresponding 
period of a year ago! 


Copr 
King Features 
Syndicate, Inc 
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